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Longer machine life... plus more efficient homogenization 


You see here Cherry-Burrell’s exclusive replaceable valve 
caps whose high-speed shearing action cuts fat globules 
down to equal size. Backed by steady pump pressure, this 
action assures even particle dispersion throughout any 
product ... prevents globule separation back to “pre- 
homogenized” state. 

With a new “Stellar Series” Superhomo, you'll pay less for 
more efficient homogenization. Less because perforated caps 
absorb 98% of valve wear, save plug and seat regrinding. 
Less, too, because you'll use lower operating pressures—cut 
down peak load demands, reduce wear on moving parts. 
Less because Stellite suction and discharge valve seating 
surfaces are available for extra long wear. 





Perm-Align Cylinder Block 
keyed to power frame assures 
horizontal alignment of block 
and plungers. 
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Elgalloy Valve Springs—the same material used in Elgin 
watches. Special sanitary, patented stainless springs 
designed for rough service. Strongest, most durable 
homogenizer valve spring material known. 


Published by Urner-Barry Company at 92 Warren Street, New 


Ask your Cherry-Burrell Representative about the new 
“Stellar Series’ Superhomo. Ask him also about our free 
laboratory testing facilities, about our low-rental units for 
test-it-yourself programs. 






CHERRY-BURRELL 


CORPORATION 


427 W. Randolph Street, Chicago 6, Ill. 
Food - Farm - Beverage - Brew 


SALES AND SERVICE IN 58 CITIES . . . U.S. AND CANADA 





Vari-Range Drive—Capacities can be vat- 
ied within limits of plunger capacity range 
by changing motor pulley and possibly 
drive belts. 


York 





Domestic subscription 


$2.00 per year; Canada and Pam. Amer. Union $3.00 per year; foreign $4.00 per year. Accepted as Controlled Circulation Publication at New York, N. ¥. 
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Triangle Model DS-1 
35 to 40 Cartons Per Minute 


TRIANGLE presents 


Two New (ally automatic 
COTTAGE CHEESE FILLERS 


We’re so convinced that one picture is better than 
a thousand words to describe the beautifully designed 
efficiency of these two new cottage cheese fillers that we 
want to send you our collection of stereo prints. That’s 
right, you return the coupon, we’ll send you a viewer 
and color slides. Here’s what you'll see .. . Here’s what 
you'll welcome if you’ve ever packed a pound of cottage 
cheese or sour cream: 

YOU'LL SEE the new single line, fully automatic 
Model DS-1. A machine which can be easily converted 
to a double line, double speed filler. 

YOU’LL SEE the new double line, super speed 
Model D2A . . . speeds up to 80 cups per minute. 

YOU'LL SEE a new vacuum-type capper and a new 
positive volume control — as reviewed at right. 

YOU'LL SEE a new code dater that lets you forget 
coding. Its action is positive, smear proof. 

YOU'LL SEE a new fill assembly that pampers your 
product—and how “bottom up” filling prevents air 
pockets to give you a smooth, even fill. 

_YOU’LL SEE a new cup dispenser that provides quick, 
simple changeover . . . a control box that is watertight. 
_ SEEING is easy too — These are only coming attrac- 
tions. Return the coupon. See the whole show in 
dramatic color and 3-D! We’ll send you the viewer post- 
paid and packed ready for the return trip. There is no 
obligation except do it now — we expect a full house. 


TRIANGLE 


TRIANGLE PACKAGE MACHINERY CO. 
6658 W. Diversey Ave. - Chicago 35, Illinois 
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free on request. 
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Triangle Model D2A 
70 to 80 Cartons Per Minute 


. See these 


many new features. 


Send Coupon for 
handy 5-@ZD Viewer 
a 








NEW CAPPER 
Fully automatic for paper, NEW HANDWHEEL 
metal and plastic lids. VOLUME CONTROL 
Even warped or irregular F 
lids are handled without It's easy to reach, easy to work 
trouble. and precision calibrated to assure 


perfect accuracy. 

Neen Eee ee ee eee ee ee ee ee ee 
TRIANGLE PACKAGE MACHINERY CO. 

6658 W. Diversey Ave., Chicago 35, Illinois 


0.K. Triangle: 


Send me (postpaid, both ways) a viewer and slides on 
the new DS-1 and D2A Cottage Cheese Fillers. 
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Safe handling is an advantage very much prized by “We sell all our milk in Pure-Pak cartons,” says 
young mothers who get their milk in Pure-Pak James Swaner, president, Hometown Dairies, Inc., 
cartons. For names of dairies offering home delivery in Iowa City, Iowa. “Our customers prefer a container 
your community, call Western Union Operator 25. used only once, only for dairy products, only by them.” 


NEW STORY OF MILK 


reveals greatly improved sanitationl| 


Hospital personnel and local health authorities demand the utmost in careful, 
sanitary processing and delivery of dairy products... and all of us naturally 


benefit by such interest and example! 


This year, approximately twenty-two billion quarts of wholesome, nourishing 
milk will be delivered . . . as needed .. . and without fail... at the store or right 


to our door! Convenience and sanitation are both important. 


You never outgrow your need for milk. No other daily commodity is more 


commonplace or taken for granted, but none is more vital or essential! 


OVER HALF OF ALL BOTTLED MILK IS NOW SOLD IN PAPER CARTONS! 


More grocery-sold fresh milk is in Pure- Millions of little American “half pints” Airline hospitality provides welcome re- 
Pak than in any other type of container. enjoy their school milk in Pure-Pak. freshment and relaxation for little travelers. 
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Waterproof boot protects door and frame 
from rotting caused by wet floors 





waterproof metal 


boot on door 











door enclosed in water- 
tight metal boot 


waterproof metal 


boot on frame 
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metal cladding 






frame enclosed in water- 


watertight tight metal boot 





Frequent floor washing with water, steam or cleaning 
solutions will never rot the bottom of Jamison Booted 
Dairy Doors. The complete protection of the wrap- 
around metal cladding keeps water from penetrating 
into the door or frame. Full height waterproof boots 
also available for complete protection where walls and 
doors are washed down. Jamison Cold Storage Door 
Company, Hagerstown, Md., U.S.A. 


More JAMISON Doors are used by more people 
than any other Cold Storage Door in the world. 
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America’s Most Popular Dairy Chocolate! 


What does this mean to the dairyman? It means: greatest 

volume, and greatest profit... because of years of hard-hitting 

advertising and sales promotion! Your “Dari-Rich Man” has the plans 

and material to show you 4ow. Let Dari-Rich unlock the big potential in your 


market. Thirty-five hundred dairies—coast to coast—already have! 


Powers 


BROOKLYN 5, N. Y. 771 Bedford Ave 
CHICAGO 10, ILL. 679 Orleans St. 
LOS ANGELES 58, CALIF. 4368 District Blvd. 
























































this visitor 
helped one dairy 
slice cleaning costs 
in halt! 


















He’s a Dtamonp technical representative—a 
dairy detergent expert. He knows there’s no sub- 
stitute for a genuine, on-the-job test when you’re 
looking for the most cleaning results per dollar. 

Why don’t you call in one of these men? He'll 
look over your equipment, sample the water, 
analyse your cleaning problems. 

Then he'll prepare a recommendation, in 
booklet form, for your plant. You'll find com- 
plete descriptions of the products he suggests 
you use. You'll find detailed instructions on 
cleaning procedures for each department and 
each piece of equipment—plus data on amounts 
of material to weigh up each day. The Diamonp 
technical representative will also estimate costs 
and consumption for the products he recommends. 

Try this custom-made program for 60 days. 
Check your cleaning results, your costs, your 
crews’ opinions. We'll bet you reorder DiAMoND 


cleaners. 


Cherry-Burrell Corp. 
Meyer-Blanke Co. 

supply The Hurley Co. 

Diamond Dairy Cleaners Miller Machinery & Supply Co. 
and Monroe Food Machinery, Inc. 


. ? John Pico Machinery & 
Diamond Technical Service: Supplies Co. 


These distributors 


More cleaning power per ounce! More ounces per dollar! 


ALL PURPOSE “w’*® 
For soft or moderately soft water supply 
(water hardness up to 10 grains) 


Hi- SPEED” 
For medium hard water supply 
(water hardness 10 to 20 grains) 


DREADNAUGHT”* 
For hard water supply 
(water hardness over 20 grains) 








gen Diamond 


== Chemicals 


OJ cut in cleaning costs! Diamonpw technical 
representative made a cleaning analysis for a 
large dairy. He submitted a complete clean- 
ing program. ‘he plant tested his suggestions 
for 60 days. Now this plant—and many others 
—are using DiAMOND-engineered cleaning 
programs and Diamonp cleaners. ‘They main- 
tain quality control standards more easily, 
save time and money. 
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THEY’RE TOPS IN TODAY’S TRAFFIC 
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Batavia Refrigerated Milk Bodies 
provide a “built-in” margin 


of load safety 


Countless plant-to-dealer miles over crowded 
highways and along city streets demand today’s 
best refrigerated bodies — Batavia Bodies — 
with the extra refrigeration reserve. 


Your milk will arrive a fresher product at less 
cost because Batavia’s Refrigerated Milk Bodies 
are built to cope with the unexpected emer- 
gencies of today’s travel conditions. 


A Batavia Body pays for itself quickly: Your 
Savings on ice costs alone total several hundred 
dollars each year . . . Because icing time is 
eliminated and undelivered milk need not be re- 
turned to the cooler, your labor costs are lower 
... There’s no wet ice to cause rust damage... 
Loading can be done at any time with your 

















BATAVIA 
BODIES 


Batavia Body serving as auxiliary storage space, 
if necessary ... and most important from a cost 
standpoint, your milk is delivered refrigerator 
fresh regardless of distance without risk of 
spoilage. 


Let a Batavia representative show you why 
Batavia quality is more important today than 
ever. 


Your Choice of 3 
Refrigeration Systems 


1) Standard hold-over with self-contained 
condensing unit. 

2) Standard hold-over for ammonia system 
— remote operation. 


3) Blower-type system. 


BATAVIA BODY COMPANY . Batavia, Illinois 
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Reasons aplenty for everyone to drink this Milk! 


It’s fortified with DANDA, General Mills 
Vitamin A and D Concentrate 


Grandma will find skim milk easily digestible. 
Vitamins in DANDA concentrate promote health 
in old age, help prevent weakening of bones and 
hasten healing of fractures. 

Father will like DANDA-fortified skim milk . . . 
it’s non-fattening, aids night vision and helps pre- 
vent infection. 

Mother should drink skim milk with DANDA 
added because it is an aid to general health— 
especially during pregnancy or nursing. Vitamin D 
helps convert the calcium and phosphorus in milk 
to strong bones and teeth. She’ll like its open- 
and-serve convenience, too—nothing to mix or 
add. 

Junior needs DANDA-enriched skim milk be- 
cause it helps promote growth and is a factor in 


good tooth formation. It helps prevent colds and 
sinus troubles, too. Vitamin D, the ‘“‘sunshine”’ 
vitamin, wards off rickets, helps strengthen bones. 

Dairies: Write in for Vitamin A and D skim 
milk promotion kit. Folders, bottle collars, news- 
paper ads, etc., will help you prepare your own 
advertising campaign or supplement your present 
program. Develop plus business by promoting 
your Vitamin A and D Skim Milk. 

Samples and prices of DANDA (Vitamin A and 
D), ARPI Vitamin D, and Vitamin-Mineral con- 
centrates are available on request, no obligation. 

Suppliers of a complete line of Vitamin Concentrates. 


General Mills 


Special Commodities Division 
MINNEAPOLIS 1, MINNESOTA 
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FOR EVERY PLANT THERE IS A 


Purity Cheese Vat 


TO ASSURE EFFICIENT ECONOMICAL PRODUCTION 


Flooded and 
Spray Types 


Stainless Steel 
Lined or 
All Stainless 


Capacities: 


50 to 2000 gal. 


Stainless Steel 


Covers Optional 


Other 


Purity Cheese 


Room & gucfement 





ALL-STAINLESS STEEL 
COTTAGE CHEESE CAN 


The Purity Cottage Cheese 
Can, built entirely of stainless 
steel for sanitary, lifetime serv- 
ice, fills a long-felt need in 
every cheese room, enabling 
easier and more sanitary han- 
dling and storage of curd. 

Body is 16-gauge; one-piece 
flanged cover, 18-gauge. All 
seams welded and ground 
smooth. Capacity, 100  Ibs.; 
weight, 28 Ibs. 


PURITY CULTURE CABINET 


The Purity Culture Cabinet embodies in a single 
unit all necessary facilities for preparing starter for 


either buttermilk or 
cheese. Cabinets are 
built for 2, 4, 6, 8 
or 10 cans; are rug- 
gedly constructed 
with liners of stain- 
less steel protected 
by stainless angles 
where cans rest. The 
entire unit is built 
for lifetime service. 
An easily read 
dial thermometer, 
mounted on one side 
of the cabinet, accu- 
rately indicates water 
temperature. Stain- 
less steel bottle rack 
1s welded across one 
end of liner. Cabi- 





nets are heavily insulated; have gasketed covers; 
require a minimum of steam for heating and holding. 














Ces TER-JENSEN builds Purity Cheese Vats in every 
size and to meet every requirement . . . all of the same rugged, 
simple and sanitary design which has proved so satisfactory 
during years of use in modern cheese rooms such as the one 
pictured above, where a total of 15 Purity Vats are installed. 


To the sturdy and efficient basic vat, however, may be 
added such refinements as stainless steel outer finish . . . spray, 
instead of flooded, heating . . . insulation . . . highly polished 
liners . . . pitched, lay-on covers, as shown in the illustration. 
Mechanical agitators are also available if desired. 


So... there is a Purity Cheese Vat in every price range, 
too .. . but with the difference that each is built to the same 
basic specifications to give lifetime service. 


In addition to its well-known Purity Cheese Vats, Chester- 
Jensen now builds a nearly complete line of cheese room 
equipment. Included are a simple, new Cottage Cheese Cream 
Blender, Presses, Utensils and other items of every description. 


Write for your copy of the new Bulletin on 
Chester-Jensen Cheese Making Equipment. 


CHESTER-JENSEN 


A 
\ 


me? @ 


INCORPORATED 


Main Office and Factory: 
5th & Tilghman Sts. 
CHESTER, PA. 


Branch Factory: 
PURITY DIVISION, Cattaraugus, N. Y. 
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breakage 
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CROWN CORK & SEAL 
COMPANY, INC. 


Crown & Closure Division e 


Baltimore 3, Md. 
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NO. 760—QUART SIZE—REGULAR 


A New Peak in 
PERFORMANCE 
...and PROFITS 


Everywhere — every day 
— the evidence is grow- 
ing that the Erickson Milk 
Cases are the best PROFIT 
MAKERS in the Dairy In- 
dustry today. 


ELEVEN models —7 for glass 
(sq.) —3 for paper cartons. 














Model No. 980 « Model No. 980-1 
Model No. 970 — 20 qt. {HAND LOADING) (MACHINE LOADING) Model No. 990 — 24 qt. 
or 30 Pints or 40 Half-Pints 16 qt. or 9 Half Gallons or 36 Pints or 48 Half-Pints 





WORLD'S LARGEST MANUFACTURER OF ALUMINUM MILK CASES 


C.E. ERICKSON CO., INC. 


DES MOINES 7, IOWA 
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Owens-ILLINois AssurES You A 





Co-ordinated Research 


Pure research into formulae and 
fabrication of glass, packaging re- 
search into processing and handling 
methods in customer plants, and 
market research into consumer atti- 
tudes, add up to greater specific 
value for your packaging dollar. 


fad 








Uniform Quality 


Careful control of every step in the 
manufacturing of Duraglas milk bot- 
tles—from raw materials to finished 
bottles— assures uniform quality . . . 
pays off for you in high trippage 
and high-speed efficiency on your 
filling line. 
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se Gallon available with 56, 51 
j ew and 48-mm. size finishes. 


Accurate Capacity 


Our adherence to weights and meas- 
ures regulations governing milk bot- 
tles and the checking and testing 
controls we employ in our plant lab- 
oratories stand behind the Duraglas 
trade mark on each bottle . . . your 
assurance of accurate capacity. 
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Durable A.C.L. 


Every Duraglas container you use 
can be a brightly persuasive “talking 
salesman” for your dairy ... through 
use of Applied Color Lettering. 
A.C.L. economically displays your 
promotions—your name, your qual- 
ity controls, your community. 


Frigiseal Caps 


Protect your milk... promote it, too, 
once it has been opened in the home 

.. with Frigiseal caps imprinted 
with your sales message. Housewives 
love their sanitary convenience . . 
the way they keep milk from absorb- 
ing flavors in refrigerators. 


COMPLETE PACKAGING APPROACH 





Full, Complete Line 


Duraglas milk bottles are available 
in every popular style, size, shape 
and finish. And for your other prod- 
ucts there are Duraglas juice bottles, 
no-deposit jars, returnable jars, re- 
frigerator jars, beaded tumblers and 
Libbey Safedge tumblers. — 


trends of your market... 


HANDI- 
SQUARE 








DURAGLAS CONTAINERS 
AN () PRODUCT 
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with Duraglas 
Milk Bottles 


Duraglas Milk Bottles are available in a full 
range of sizes to meet the conditions of your 
market. From the smallest to the quart and 
multiple-quart sizes, all are built to the high- 
quality standard of Duraglas containers. 


So for complete glass packaging service, 
look to Owens-Illinois. Our nearest branch 
office is at your service. 


Owens-ILLINOoIS 


GENERAL OFFICES « TOLEDO 1, OHIO 











\!\/ liquid cleaner 
developed specitica 





for milk house use! 














CULL LLL 


General purpose cleaners are fine for 
many jobs, but cleaning milking equip- 
ment calls for a special type of cleaner. 
Now Diversey chemists have developed 
the one cleaner that’s made specifically 
for milk house use. It’s new LIQUID 
DIVO, a special formula with the con- 
centrated cleaning power needed to 
keep milk quality at its peak. 

New LIQUID DIVO cleans complete- 
ly because it penetrates. It’s made 
specifically to cut through milk film. It 


(Br 


works fast, gets equipment shiny-bright 
and clean with less time and elbow: 
grease. LIQUID DIVO holds its clean- 
ing power longer. Your producers get 
superior cleaning results, yet actually 
use less cleaner! LIQUID DIVO is 
harmless to hands or equipment, full) 
effective in hard or soft water. And 
they'll like the handy quart bottle. 
You'll be 
LIQUID 
“D-Man”. 


about 
local 


more 
your 


hearing 


DIVO 


from 


THE DIVERSEY CORPORATION 





a ae 


1820 Roscoe Street, Chicago 13, Iilinois 
(In Canada: The Diversey 


(Conde) Ltd., 
Port Credit, Ont.) 
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LETTERS TO THE EDITOR 


ACCOUNTING FOR THE SMALL DISTRIBUTOR 
Dear Mr. Myrick: 

Can you advise me how to set up a check system 
for our two routes. You have had articles on large opera- 
tions but none on the small routes or businesses. 

At the present time we have what amounts to an 
honor system. The drivers take their loads out and make 
up a load sheet when they get back. We have a periodic 
cooler check but that doesn’t pick up bookkeeping mis- 
takes or any small shortages. 

Sincerely, 
New York. 


Oo - 


Our accounting authority, Jim Kluger of Kapleau 
and Kluger in Philadelphia, advises us that we published 
an article on the subject in our February 1950 issue. 
Under the heading “Let's Talk Accounting,” Mr. Kluger 
wrote, “The essential requirement for an accurate check 
on customer's and driver's accounts is a load-settlement 
sheet form which will act as a current control over all the 
accounts in a driver's book. The theory here is for the 
driver salesman to record detailed charges and credits to 
customers in his route book and for the office to keep the 
summary record on the load-settlement sheet. Any dif- 
ference between the balance shown on the settlement sheet 
and the balance “pulled” from the route book is then either 
a shortage or an overage against the driver.” 


If you should desire a complete copy of this article 
we would be happy to forward it to you.—Ed. 


—-OoO— 


DRINKING UP THE SURPLUS 
Dear Mr. Myrick: 

The times that | to an editor about 
his editorials are few indeed, but I am moved to tell you 
how heartily I agree with yours which appeared in the 
December issue. 

Your editorial entitled “Can We Really Drink Up the 
Surplus?” is, I think, an excellent job. It sets forth clearly 
the real facts of the case, facts which many people seem 
to overlook or ignore. It is particularly pertinent when 
other crops are subject to acreage limitations and I think 
there is something of a seasonal problem involved too. 


have written 


It is a pleasure to read an article that coincides with 
my own views and expresses the subject better than I 
could. 

Very truly yours, 
California. 

Substance of the editorial was the thought that an 
attempt to solve the surplus problem by converting it into 
Class I milk was a losing proposition. An excerpt from 
the January issue of The Market Administrator's Review, 
a bulletin published for Boston and related markets, illus- 
trates the problem. The publication says, “Although con- 
tinued strong consumer buying power and vigorous sales 
promotion activities have been boosting fluid milk con- 
sumption, the gains in Class I sales have been greatly 
exceeded by the upsurge in production.”—Ed. 
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PROVIDES UNIFORM 


CONSTANT TEMPERATURE 


IN ANY TRUCK BODY! 


A SURE SIGN OF 
DEPENDABLE REFRIGERATION 


Vuk Cel 


For All High Temperature Applications 
NO SPOILAGE! NO LOSS! 


EUTECTIC 
BLOWER 
UNITS 


“Holdover for Stopovers”—available in models 
providing partial or complete holdover. Utilizes 
a minimum of floor space. Compact, light in 
weight, simple in operation. Easily installed with- 


in the truck body in a manner of minutes. 


Let Dole engineers show you how a 7rah-Gel 


Unit can fit your needs—and do a better job! 











Write for particulars. Ask for 
Engineering Catalog CBE. 


DOLE REFRIGERATING COMPANY 
5932 NORTH PULASKI ROAD, CHICAGO 30, ILLINOIS 
103 PARK AVENUE, NEW YORK 17, N. Y. 
In Canada: Dole Refrigerating Products Limited 
44 Elgin Street, Brantford, Ontario 
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PUMP FACTS 


for DAIRIES 





FACT 1. There are any number of pumps 
made that will do an adequate job of circulating 
brine or sweet water; or that can be used for 
bottle washing, can washing, rack washing and 
other dairy uses. 


FACT 4 A pump that does a more than 
“adequate” job in terms of output per KWHr 
used will help you cut your operating costs . 
help increase your operating profits. 


FACT 3. Ingersoll-Rand MOTORPUMPS 
have proven themselves to be tops in efficiency, 
stamina and lowest in maintenance. 


FACT 4. Buy a compact Motorpump and 

* SAVE ON INITIAL COST 

* SAVE ON POWER CONSUMPTION 

* SAVE VALUABLE SPACE 

* SAVE INSTALLATION COSTS—I-R Motor- 
pumps require no special foundations . . . they 
bolt easily to floor, wall or equipment. 


local stocks, call the nearest I-R 
dairy equipment distributor or 
the I-R branch office listed in 
your phone book. 


4 For immediate delivery from 





Ingersoll-Rand. 


9-164 11 Broadway, New York 4, N. Y. 





MORE ON DAIRY TECH GRADUATES 
Dear Sirs: 

In the November issue of “The American Milk Re. 
view” there is an article written by a graduate of op, | 
of the leading eastern dairy schools. He tells of the dif. 
ficulty he had in obtaining employment after his grad | 
uation. 

I was graduated in the same class as the writer of 
that article. Graduation was June 14, 1954; I started 
work on June 15, 1954, as a quality control technicia 
with a large eastern ice cream manufacturer. I held this 
job until I was inducted into the Army. He, in his article 
counts me as one who is not employed in the dairy in 
dustry. There are many more in that class, who like my- 
self, are serving with the armed forces, and then there 
are those who are advancing their education. The 
that writer counts, are not presently employed in the 
dairy industry. 

I feel that the dairy industry provides unlimited op 
portunity to anyone possessing the necessary ability and 
a strong desire to excel. We are not, as yet, living in a 
Socialistic type of state. We live in a Democratic system | 
of free enterprise. There are no jobs guaranteed to any. 
one. In order to get a job, one must qualify on the basis 
of his own merits. If a school can help a graduate to be. 
come employed, and in so doing helps the dairy industry 
by providing trained men, fine! The prime function of a 
school, however, is to teach and not to act as an employ- 
ment agency. 


Sincerely. 
L. M. L., Fort Sam Houston, Texas. 
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DRINK A BANANA 
Dear Mr. Kohr: 





I DO appreciate your article on Drink a Banana in | 
the “American Milk Review” and would like to clear up 
a couple of points 


First, there is nothing new about the drink itself 
as this is the banana milk shake, which having operated 
my own soda shop, I have always thought was a terrific 
drink. Like many others I tried to promote the BANANA 
MILK SHAKE without success—we named it Drink a 
Banana and it just TOOK! 

In our soda shop in Ft. Lauderdale, Fla. (where this 
all started) we sold 27,000 DAB’s in 2%-year period. 


a/2 


For 4 years we tested DAB in New England with 


: 
~ 
most interesting results. Sold our first franchise in 1953- 
’ 





now have over 20 franchisers—at Eastern States this year 
we merchandised 18,021 DAB’s in 9 days. 

May I just make these corrections in your article, 
with 9 years of trying to make the best possible DAB- 
this is the formula—l medium sized RIPE banana, 6 02. 
homogenized milk, 3 or 4 oz. of iced milk or ice cream 
and % oz. of vanilla syrup—all of these ingredients are put 
in a Waring Blender and it takes 10 to 15 seconds to 
mix CORRECTLY—DAB can be made just as easily at | 
home as in a fountain operation. Drink a Banana is NOT 
as rich as a standard vanilla milk shake in calorie con- 
tent, but if you mean by rich, filling, that is true as 


(Please Turn to Page 106) 
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More proof that DE LAVAL improves Profits! 


Milk Re. 
ite of one | 
of the dif. 
his grad | From East End Creamery in Grand Rapids comes more irrefutable proof of De Laval’s 
writer al profit-making performance. Mr. R. A. VanAllsburg writes enthusiastically: “Our De Laval 
I started 372A Cold Milk Separator is a most satisfactory piece of equipment both from an oper- 
yee ational and esthetic point of view! Fat losses are as low as we expected despite inter- 
his oak mittent operation... machine gives us absolutely no trouble... is easily cleaned... 
dairy in stays clean!” For an improved profit picture in your own plant—get details on the new 
an De Laval 300 Series... right now. Write for De Laval’s Series 300 Bulletin. 
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* DE LAVAL PACIFIC CO. 201 E. Millbrae Ave., Millbrae, Calif 


THE DE LAVAL SEPARATOR COMPANY Poughkeepsie, New York + 427 Randolph St., Chicago 6 
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* | NOR 
lal LOMA Th C FASTEST, LOW COST FILLER | 
Y2 GALLON TO "2 PINT FOR 
| Pure-Pa 
| CARTONS! ED 
FILLS UP TO " 
300 GALLONS 
7 PER| HOUR! 
HFilt. win | | . 
“ff wow onty \\ mail | 
4 coupon 
$3950°° }< for 
full 
* Fills all size straight sided details! 


Pure-Pak cartons! 7 


* Seals leakproof! Single staple closing! poe error cece et ee 
° AUTOMATIC PACKAGING EQUIPMENT. INC. 
ieee - ++ No foot pedal, Dept. 43, 69 W. Washington St., Chicago 2, Ill. 


: [] Please give us information about the 
* No reaching . . . filled cartons come FILOMATIC filler machine. 
back to operator! 


[] Please give us information about your 











* Requires almost no maintenance! MAIL preformed PURE-PAK cartons. 

* No greasing or gadgets .. . every operation ASE Firm name — 
is hydraulic! oe ee 

* Changes carton sizes in minutes! City and state 











*The Filomatic is manufactured by eee 


Automatic Packaging Equipment, Inc. 


My jobber is ——_ 


Leaner en eneenenenesenen —er ee = al h 


JOBBERS! Write for information about selling the FILOMATIC in your area. 


All Size Pure-Pak Preformed Cartons Immediately Available! 


pute gel FP walom 7 Ver © Veil fem elliia | [3 bee Come A eel ee allo ae 
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A SUMMARY OF ARTICLES IN THIS ISSUE 


A New Consumer Every 12 Seconds Page 30 


Just about the most powerful factor influencing the economy today is the 
awesome explosion of population that has seen the number of people in this 
country grow to 166 million without a sign of even leveling off, let alone re- 
cess. There’s one new consumer every 12 seconds. What does it mean to the 
man in the milk business? The editors of the American Milk Review give you 
a quick analysis of population trends, shifts, changes in purchasing power, 
buying habits, family make-up and other significant factors and their relation- 
ship to the milk industry. 


Night School for Milkmen 


One approach to the hard question of training in the dairy industry has 
met with substantial success in the Philadelphia area. Originated by F. Bruce 
Baldwin and actively supported by other leaders in Philadelphia a unique 
evening school in Applied Dairy Procedure has been established at Temple 
University. 1,740 people from the dairy industry have taken courses at the 
school that was started in 1936. It has meant opportunity for dairy employees 
and a higher level of competency for the industry. 


Page 40 


Chilled, Cartoned Orange Juice on Milk Routes 


Catering to the housewife’s desire for convenience, milk distributors 
have teamed up with producers of orange juice to deliver chilled, cartoned 
orange juice to the home or to the supermarket. The product has had a sur- 
prisingly rapid and widespread consumer acceptance since its introduuction 
in areas outside the southeast three years ago. Milk dealers like it, too, be- 
cause of the favorable profit picture. Juice makers prefer to distribute it 
through dairies. See why, starting on page 48. 


Page 48 


Safeway Takes Exception Page 66 


Safeway Stores, Inc., one of the nation’s largest chain store operations, 
has been an active participant in the great questions of pricing that have 
swirled about the fluid milk industry. The firm has a subsidiary in the form 
of the Lucerne Milk Company that supplies many of its stores on the West 
Coast. From time to time the American Milk Review has reported the Safe- 
way position on the subject of price control. On page 66 of this issue Safeway 
Stores takes exception to some of our reports on their activity. They don’t 
spare either the horses or the editor. 
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Can the Small Distributor 
Survive? 


What does the future hold fo 
the small and medium sized milk 
distributor? Tales of mergers, cop- 
solidations, sales to large distribu. 
tors have been prominent in the 
news during recent years. Doe 
this trend to bigness mean th 


eclipse of the smaller organizations 


There is a variety of opinion. In 
our March issue we will bring you 
our version of what has happened, 
what is happening, and what prob- 
ably will happen. 


Air Agitation 


In January we advised you to 
be on the lookout for a_ story on 
air agitation that would appear in 





the February issue. Unfortunately | 


the individual we had engaged to , 


write the article ran up against one | 


of those winter bugs that have a 
habit of laying one low at the most 
inopportune times. “Sorry” the tel- 
egram said, “No air agitation stor 
this month. Have been ill. Will 
make the March issue.” 


Report on Bulk Tank Studies 


Professor H. V. Atherton has pre- | 


pared an excellent review of bulk 
handling techniques and_ problems. 
He points out that while bulk tanks 
can materially improve the quality 
of our milk supply we forget o 
ignore the human factor in milk 
production at our peril. The stor) 
will be published next month. 
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happened, 

what prob- 
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ed you to mi . i < 

» iin Here is an all-new Retail Refrigerator Milk Body built with all 
mee ' new tools like a new model passenger car. Note the single piece 
oe windshield . . . the stamped one-piece front end and one-piece 

fortunateh front and rear roof caps. These are features which Hackney’s 

engaged to modern plant make possible. But look at these other features 

against one f . . . deep cut frame adaptation for more convenient working 
vat have a space in cab . . . seven interior access door arrangements 
it the most from which to select . . . rub-rail guards to protect side doors 
rv” the tel- . . . wrap around rear corner guards . . . heavy duty rear 

ation ston bumper . . . dual vacuum controlled windshield wipers. 

» ill. Will | Of course, the Body is fully insulated, and Bonderited to retard 


rust, then beautifully finished in Baked-On-Enamel. You'll 
find this new Hackney “TCR” Refrigerated Retail Milk Body 
a natural for your routes. Better Buy Hackney. 
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Hackney Bros. Body Co. 


WILSON, N. C. PHONE 7-0105 
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Boston Decision 
Raises Question of 
Referendum 
Procedures 
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Short U 





from the EDITOR | 


The wide range and varied character of effects 
an expanding population can produce are eloquently 
illustrated by a recent decision on the Boston order, 


Like other metropolitan areas Boston has been 
growing, particularly in the suburbs. Also, like 
other markets, the influence of the Boston market 
and the Boston pool extends far beyond the specified 
marketing area. The result was that in many a bur- 
geoning town on the periphery of the market, producers 
were able to get nearly 100 per cent Class I price with- 
out accepting any of the surplus burden carried by 
pool shippers. Whether or not they should accept a 
share of the surplus burden is the basic question. 


Last summer two cooperative organizations in 
the Boston Market, New England Milk Producer's Asso- 
ciation and Northern Farms Cooperative, Inc., pro- 
posed that 40 towns be added to the Boston, Worcester, 
and Springfield orders, all of which are in Massa- 
chusetts. Hearings were held on the proposal. In 
the final decision four of the proposed 40 towns were 
added, all of them to the Boston order. 


Producers shipping to those four towns took 
a decidedly dim view of the change. However, there 
are about 12,000 producers in the Boston pool and 
about 100 producers in the added towns. Willy-nilly | 
the 100 were voted into the pool. | 





The new pool producers took the matter to 
court. Asking for an injunction to restrain the De- 
partment of Agriculture from putting the decision into | 
effect, the producers argued that only the affected 
producers should have voted on the question, not the 
entire pool. They contended further that there 
was no evidence of unstable conditions in their market 
that would warrant the extension of the order to 
their market. 


The case was heard in the Federal District 
Court in Washington. About November 1 the Court 
granted a temporary injunction. 


As matters stand now the temporary injunction 


is in force pending a full dress hearing in court. 


This experience in Boston is indicative of 
problems to come. It is a case that can have far rang- 
ing consequences. 
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THE HAYNES MFG. CO. 


709 Woodland Avenue 


“PROFIT BUILDERS" 


Cleveland 15, Ohio 











Haynes | 
No. 5 
CAN CART 


HANDLES 
10 GALLON 
MILK CANS 
WITH EASE 


Equipped with ball-bearing wheels 
with replaceable cushion rubber tires. 
Lightweight — only 12 Ibs. 


HagneSs 
CARRY- 
BASKET" 


PROMOTES 
SALES 








Carry-Baskets make bottle carrying easy. 
Eight Stock Sizes. 


Hagnes 
RUBBER 


COVERED 
WRENCH 


Neoprene coated to prevent denting, 
nicking, scratching and marring of val- 
uable equipment. 





|| waynes | 
"ROLL- | 
EASY" | 
TABLE 
CART 





Sturdily built in either all stainless 
steel or cadmium plated finish steel. 
Mounted on Roll-Easy Casters. 











HaAgnHeS 
SNAP 
HANDLES 


FOR 
HALF-GALLON AND GALLONS — 


Available for most every size and make 


of Jug. A stainless steel spring locking 
clip positively secures handle to neck | 


of jug. | 





HAGNES 
“SNAP-TITE 
GASKET 





The perfect form-fit sanitary fitting | 


gasket. Eliminates leaks and air. Made 





of Neoprene. Reuseable — long life. 


HagnNeS 
‘CUSHION 
SEAL" 


Flat NEOPRENE 
GASKET 


A low cost, sanitary fitting gasket 
that replaces the paper gasket. 





HAYNES 
“ROLL- 
EASY” 
CASTER 




















World Famous — designed and built 
to meet the exacting conditions of 
Dairy and Food Plant service. 





Haynes 
SNAP- 
HANDLES 
FOR HALF 
GALLONS 





Bottles are easy- 
to-carry with Snap- 
Handles. Snaps on 
and off easily. Sturdy 
and attractive, 





HAYNeS 
"SPRAY" 
SANITARY 

LUBRICANT 


The only approved sanitary method 
of applying a U.S.P. Lubricant to Dairy 
and Food Processing Equipment. 


HAYNES 


et 
CHAIN 
LUBRICANT 





Amazing low cost lubricant for con- 
veyor chains. 
troubles. 


Prevents chain wear and 


HAGNEeS 


“ROLL-EASY" 
CASE DOLLY 





Carries heavy loads with perfect ease 
Available in 6 standard 
as well as special sizes. 


and safety, 
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IT’S BRIGHT-WHITE... 





PREFERRED ON SIGHT! 


ITS THE NEW 8&8R/GAT-WHITEK! 


This brighter, fresher, more inviting milk package gets your product ) 
seen and accepted by women shoppers. Tall, white and handsome, it Ls 
increases the visibility of your label up to 25% . . . suggests the fresh, 
pure quality of your product . .. makes women reach for your brand. 
Women shoppers interviewed prefer the new white 
carton by an overwhelming 7 to 1. They like its smart styling, 
its clean white look. 
Grocers prefer the new white carton 14 to 1. They like the 
way it appeals to customers . . . dresses up dairy cases... 


immediately says ‘fresh milk.” 


Packaging experts like Jim Nash, nationally known 
industrial designer, prefer the new white carton, too! 


Here’s visible proof that the Bright-White Canco Carton gives your 


product more shopper appeal »»- Means more sales—at no extra Cost ! 


AMERICAN CAN COMPANY 


FIBRE CONTAINER DEPARTMENT 


The easy-to-open carton women really prefer! \ ~tp | & 
———— + 
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National Dairy Council Speakers Stress 


Many Factors Point to Rise in 
Consumption of Dairy Products 





HE PROSPECT OF a 34% in- 
crease in the consumption of 


uid milk and cream in the next 
five to ten years was spread before 
the National Dairy Council’s 41st win- 
ter conference in New York, January 
30, 31, and February 1 by Arno H. 
Johnson. 


Mr. Johnson, vice-president and 
director of research for the J. Walter 
Thompson Company, was one of a 
group of top-flight authorities in their 
respective fields who spoke on timely, 
fundamental topics at the conference 

He said: 

There’s an opportunity for a 25% 
increase in food sales by 1960 and a 
45% increase by 1965. 


Millions of people are climbing the 
income ladder and will be changing 
their habits and desires as they move 
up. By 1960 36 million families will 
have disposable incomes of more than 
4,000 dollars annually — three times 
the 1950 number! They could repre- 
sent substantially increased markets 
for food if only they were to take on 
the habits and desires of the income 
group into which they move. 


The population growth, new family 
formations, and the trend to larger 
families will add to greater 
tunities in all food fields. 


oppor- 


A higher level of education points 


to new living standards and new 
markets. 

Economic changes point to expand- 
ing opportunities for the dairy indus- 
try. A 40% increase in 


consumption is possible! 


per capita 


Consumption of dairy products has 
not kept pace with consumption of 


28 


other food products as the economy 
and the population has expanded. In 
one of the most significant sentences 
in his address, Mr. Johnson asserted, 
“Failure to develop consumer desires, 
wants or preferences for dairy prod- 
ucts must account in large part for this 
inability to expand the dairy indus- 
try in line with increased potentials.” 


Fluid milk and cream consumption 
should rise by at least 34%, according 
to Mr. Johnson. 
and butter consumption should also 


Cheese, ice cream 


rise to levels much higher than they 
are today. 


Milk consumption has not grown in 
line with its increased opportunities. 
It is up only seven per cent over 1940. 
Total consumption per capita of milk 
and its products has declined eight 
per cent since 1940 in spite of favor- 
able changes in income. Total civilian 
per capita 


food consumption has 


grown 13% between pre-war and 1955. 


that the sales in- 


crease in dairy products, as in other 


He_ indicated 


food products, will require an inten- 
sified selling effort. This intensifica- 
tion will only be a continuation of a 
trend that saw total advertising ex- 
penditures rise from 2.1 billion dollars 
in 1940 to 8.8 billion dollars in 1955, 
four times the pre-war total. 


Other phases of the National Dairy 


Council conference provided some 
fireworks. Norman Myrick, editor of 
the “American Milk Review,” 
ated a panel on public relations and 


the dairy 


moder- 
industry. Exchanges be- 
tween panelists and audience were 
sharp and informative. Panel members 
were: Raymond Brock, president of the 


Milk Industry Foundation and head of 
the Brock-Hall Dairy, New 
Connecticut. Mr. Brock is a long-time 


Haven, 


advocate of promoting the nutritive 
values of milk and milk products. He 
urged continued emphasis on_ this 
theme in milk public relations. “Milk,” 
he said, “can add years to your life 
and life to your years.” Leo G. Brown, 
director of public relations, American 
Medical Association; E. M. Norton, 
secretary of the National Milk Pro- 
ducers Federation; and Roy K. Wilson, 
Director, National School Public Rela- 
tions Association. 

Other speakers covered a variety of 
subjects. Dr. Ercel S. Eppright, head 
of the Food Nutrition Depart- 
ment, Iowa State College, said that 


and 


teen-age girls must be awakened to 


the importance of good dietary habits. 


Prof. Robert E. Olson, M. D., head 
of the department of Biochemistry & 
Nutrition, Pittsburgh, 
discussed overweight and obesity. He 
pointed out 


University of 


that the use of dairy 
products in reducing diets is desirable. 
C. S. Samuelson, 


rector of General Mills grocery prod- 


advertising di- 


ucts, said that education and _ adver- 
tising are teammates in the improve- 
ment of food habits. 


George S. Bulkley, general director 
of the dairy extension of the Carnation 
Company, lauded the Council as 4 
“magnifiicent sales force . . .” 


Martin Garber, director, Food Dis 
tribution Division, Agricultural Mar- 
keting Service, informed the group 
that about 16 million children are now 
drinking milk under the School Lunch 


and School Milk Programs. 
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desirable. 
Get this premium grade dairy wax for maxi- STRONG CARTONS with bottoms that resist leakage from drop- 
ping and rough handling, sides that fight bulge. 
ery prod: SMOOTH FINISH With inside-outside protection against wax flak- 
nd adver- | waxed milk cartons. Users report savings up ing, blistering and cracking. 

improve- | to 18% on wax consumption for quart car- BETTER APPEARANCE with water white color, velvety “plastic- 
like” finish, uniform inside-outside coating. 


; cay EXCELLENT SLAB STORAGE with new freedom from hot weather 
tainers. They find Penola Tervan 2735 as- storage problems. 


tising di- ; 
mum economy and best results with your 





tons, as high as 30% for half gallon con- 
il director 


Carnation 
sures more waxed cartons per pound of wax, WIDE AVAILABILITY in bulk, by 


neil as a : 
” top mileage under all conditions, and fewer tank car or truck; in slabs, loose 
. on pallets or in 55 lb. cartons, 

Food Dis- machine stoppages. You also get: by truck or railway car. 
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he group For all the advantages of this premium grade dairy wax, i & n ola 
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The dominant sin- 
gle factor in the 
economy of the Uni- 
ted States for the 
next decade is the 
continuation and 
even acceleration of 
the population boom. 
Census Bureau estimates place the 
1965 population at approximately 
190,000,000 people, an increase of 
around 25,000,000. 


Cxclusive 
footie 
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THE POPULATION 


25 Million More People by 1965, Higher Levels 
of Education, Larger Incomes, Will Create New 
Problems, New Opportunities for the Dairy Industry 


The magnitude of this growth is 
beyond conception. It is the equiva- 
lent of adding the entire population 
of Canada, Norway, Sweden and Den- 
mark. It is the equivalent of adding 
all of the people in the vast territory 
west of the Mississippi excepting 
Texas, California, or creating 25 new 
cities the size of Cleveland, Ohio. 


Population growth means many 


things to many industries. To the 


fluid 
everything else, new customers which, 
translated into practical industry 
terms, means new routes, new plants, 


milk business it means, above 


new business, greater volume, and 


continued growth. 


The expansion, however, will not 
be an even expansion, common to all 
parts of the country. Some sections 
will grow more rapidly than others. 


Some will actually decline. The panel 
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KEEPS BOOMING 


above shows the way the population 
growth is expected to go by states. 
Possibly even more important is the 
fact that the growth will take place 
in urban areas. 


The Bureau of the Census reports, 
“Virtually all of the increase in the 
civilian population of the United 
States between April 1950 and April 


1955 was accounted for by the gain 
in the population of the 168 standard 
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By NORMAN MYRICK 


metropolitan areas of 1950...” The 
figures are eloquent on this highly 
important point. Of the 11.8 million 
increase in the civilian population over 
the 5-year period 1950 to 1955, 11.5 
occurred in the metropolitan areas. 
Percentage-wise 98 per cent of the 
increase took place in those areas. 
Even this growth must be analyzed 
in order to grasp its full significance 
to the milk business. A standard met- 


ropolitan area according to Bureau of 
Census definition is a county or group 
of contiguous counties which contains 
at least one city of 50,000 inhabitants 
or more. There are in the United 
States 168 such metropolitan areas. In 
these metroplitan areas the rate of 
growth was uneven just as it was for 
the rest of the nation. In the outly- 
ing parts of the metropolitan areas, 
that is the suburbs, the growth was 
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Urban Centers Show Greater Increase 
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This USDC map indicates the tremendous increase in the number 
of people in the United States and the extent of the fulfillment 
of their desire to move around from place to place. 


seven times as rapid as in the central 
cities. This trend will probably be 
continued. The distance of the growth 
communities from the central cities 
will be limited only by transportation 


facilities. 


For the next ten years these facili- 
ties will not change substantially from 
those that are in existence at the pres- 
ent time with the possible exception 
of improved highways. The idea of 
low cost helicoptor transportation ex- 
tending the suburban area out another 
fifty miles is not a pipe dream but it 
will not materialize during the next 
decade. 


Transportation has exercised and 
will continue to exercise profound in- 
fluence on the population. One of the 
striking facts about our American so- 
ciety is its mobility. The 1950 census 
showed that 8% million persons, or one 
out of 18, changed their county of 
residence during the year. The migra- 
tion rate is highest for young parents. 
Families with children of pre-school 
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The map 


age move to different quarters to pro- 
vide better play space and schools for 
their children. 
completed, families tend to stay put 


But after this move is 


until the children have completed their 
schooling. For a detailed description 
of this phenomenon write Bureau of 
the Census, Washington, D. C. Ask 
for “Population Migration — Who’s 
Moving Where, and Its Meaning to 
Marketing People” by Howard G. 
Brunsman and Henry S. Shryock, Jr. 


Where people will live will affect 
the pattern of distribution and _ plant 
location. The kind of people that they 
will be, their age, their income, the 
influences that affect their food habits, 
will volume of 


determine the new 


business. 


Almost half of the anticipated in- 
crease in population will take place 
among the group below 15 vears of 
age and the group over 60. There will 
be 8 million more youngsters under 
15 in 1965 than there are today. This 
is the age group that all studies have 
shown has the highest per capita con- 


covers the period between April 1950 and April 1954. Despite 
over-all gains, certain states have lost population in the five- 
year span. Note that greatest increase is in warm resort areas. 


sumption record in our society. In the 
group over 60 years of age an increase 
of a little more than four million per- 
sons is expected. There will be more 
women than men in this group. This 
group is a very “health minded” group. 
They are not heavy consumers of milk 
at the present time but they are in a 
state of mind that is receptive to nutri- 
Their 


needs are different than the needs of 


tional and health information. 


very young group which suggests the 
possibility of products tailored to their 
requirements. 


Disposable income per family is in- 
creasing which will be reflected in 
larger amounts expended on food. A 
USDA study shows a spectacular rise 
in expenditures per family for meals 
served at home when the family in- 
is $5,000 or 
mated that nearly one quarter of the 
population will be in the $5,000 and 
over bracket by 1960 as against 6.5% 
in 1950. 


come more. It is esti 


Another development which can 
have profound influence on the mat- 
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Want to Sell | 
Plenty of Cheese ? 


TIE INTO THIS 


Here’s what makes it a \ 
powerhouse promotion! 


























LADIES’ HOME JOURNAL 


New colorful idea in the March page 
intrigues customers to use increased 
quantities of cheese with macaroni. 


role 


“sen, 7 
‘ea 


DISNEYLAND 


March 21 TV commercial tells the 
‘**Plenty of Cheese in Macaroni’”’ story 
to nearly 50 million TV viewers. 





More good reasons to promote 
dairy foods every selling day 







DISNEYLAND LONE RANGER 

































BUTTER March 7, 21 March 1, 15, 29 
LONE RANGER 
. ; : , MILK March 14, 28 March 1, 15, 29 
Hits the idea hard with commercials 
on March 1, 15, 29, that beam the yt ny March 7 March 8, 22 
cheese theme to 25 million TV viewers. 





© 1956——-AMERICAN DAIRY ASSOCIATION 





SELLING MORE DAIRY FOODS TO MORE AMERICANS 


AMERICAN DAIRY ASSOCIATION “IN 
20 North Wacker Drive, Chicago 6, Illinois ¢ 







You never outgrow your need 
for foods made from milk. 


February, 1956 
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SOURCES OF MILK FOR FEDERAL ORDER MILK MARKETS 


AND MARKET LOCATIONS 


U. S$. DEPARTMENT OF AGRICULTURE 





BASED ON LOCATION OF PRODUCERS BY 
COUNTIES SUPPLYING PLANTS REGULATED 
BY FEDERAL ORDERS IN EFFECT SEPTEM- 
BER 1, 1955 


FEDERAL 
ORDER MARKET 
NO. 


3 St. Louis j 
4 Boston } 
5 Oklahoma City i 
6 Tul sa~ Muskogee 

7 Milwaukee i} 
12 Dubuque I 
13° Kansas City } 
17 Black Hills 

18 Memphis | 
19 Southwest Kansas 

21 Ozaks 

23 Appalachian | 


28 Neosho Valley | 
29 Eastern South Dakoty | 
30 Toledo 
31 Cedar Rapids 
32 Fort Wayne 
34 = Merrimack Valley 
35 Omaha-Lin.-C. Biutis | 
41 Chicago 
42 New Orlean 

N 





3 Minneapolis-St Pay 
74 = Columbus 

75 Cleveland 

76 Fort Smith 

77 Paducah 

78 Nashville 

80 Topeka 

82 Central West Texas 
85 Muskegon 

87 Central Mississippi 
88 Knoxville 

91 Rockford Freeport 
95 Lima 

96 Springfield 

98 Corpus Christi 

99 Worcester 


NEG. 1773-55 (8) AGRICULTURAL MARKETING SERVICE 











This map shows the marketing area in the United States covered 
by Federal order regulation up to September 1955. 

orders have been added since this map was drawn. 
others are in embryonic form. Still other markets are considering 


Six new 
Several orders 


As population 


the possibility of a Federal order. 
that rate of growth will tend to level off after number of 
now pending or 
rises, 


USDA, however, anticipate 


being considered are acted upon. 
marketing areas over-lap one another. 


ILK SHEDS AND MARKETING AREAS will continue to react to population 


pressures. 
more years 


and then 


off. 


level 


Rapid growth of federal orders is expected to continue for a few 
There were 64 federal orders in operation at 


the end of 1955. The number more than doubled during the post war decade. USDA 
officials anticipate about a dozen more orders in the immediate future, then expect 
the rate of increase to slow down substantially. 


Dairy Branch points out, however, that numbers may not be a true criterion. 
There is a real possibility that orders governing small markets in related areas will 
be combined. This is particularly true of Ohio. Massachusetts is a good example of 


what may happen. 


Boston is dominant market in the Bay State but four secondary 


markets also have federal orders. Three of the four secondary orders are administered 
by the Market Administrator in Boston. 


Theo- 


retically, at least, a higher level of 


ket is the level of education. 


education should mean a more wide- 
spread appreciation of nutritional val- 
ues and the ability to translate those 
nutritional values into food purchases. 


In the 15 years since 1940 the per- 
centage of our population 20 years and 
over who have had 4 years of high 
school or beyond has jumped from 
27 to 42. The trend is still definitely 
upward. 
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All of these facts will work in favor 
of an expanding milk market. With- 
out doing much of anything the indus- 
try would probably experience a fair 
growth. However, the competition for 
the consumer market will be intensi- 
fied. 
J. Walter Thompson Company, speak- 
ing at the Winter Conference of the 
National Dairy Council said that total 


advertising pressure against the U. S. 


For example Arno Johnson of 


consumer in terms of advertising dol- 


lars has increased by $3.1 billion dol- 
lars in the last 5 years. That's a 54% 
increase. That is also a lot of pressure. 
You can look for a lot more. 

Add all of these factors together 
and you've got a boom that is really 
Without effort it 
should mean another 15 million quarts 
of business a day to the fluid milk 
industry. With intelligent sales work 
it could go to 20 million, perhaps 


booming. much 


even higher. 
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The Population Story in Brief 


Numbers—Bureau of the Census projections, place the total United States population 
at 190,000,000 people in 1965, an increase of about 25,000,000. 


Location—Growth over past decade almost entirely in 168 metropolitan areas. Subur- 
ban growth has been seven times as fast as city growth. Rural popu- 
lation declined. However, in Florida and Far West rapid growth has 
characterized both metropolitan and other areas. Least rapid rates of 
growth found in older eastern mining and textile areas. Some states 
will probably show a population decline. 

Migration—People are on the move. In 1950 1 person out of every 18 changed county 
of residence. Migration most pronounced among people in their early 
twenties. Young families tend to move, seek better schools, more play 
space for kids. Stay put after move. 

Transportation—Very important in determining distance from city that people will 
live. Trains and automobiles will continue to be major types-of mass 
transportation for next decade. Helicoptors impressive in future but 
not for next ten years. Nohelicoptor “flivvers” foreseen. Best informa- 
tion indicates helicoptor busses. Thirty passenger jobs now being built 
but construction and operational costs prohibitive. Sikorsky firm defi- 
nitely believes the day of mass helicoptor transporation will come 
but not yet. When it does come hang on to your hat. Maybe by 1975. 


Plant—Expansion of markets will mean new plants, new capacities. Capital invest- 
ment requirements will go up. Have grown from $4,000 per man in 
1940 to $6,000 in 1953, will probably reach $8,000 or better in next 
ten years. Suburban growth will mean expansion of marketing areas 
similar to last decade. Many small firms in small towns will suddenly 
find themselves playing in the big leagues. Should anticipate growth 
and be ready for it. 

Labor—Labor will continue to ask and continue to get. Recent merger will mean bet- 
ter, sharper men at bargaining table. Industry will have to raise its 
level of labor-management relations skill. Fringe benefits out front 
now but shorter work week all the way down to 32 hours is not far 
away. Would not be surprising to find 36-hour week in operation by 
1965. 

Incomes—Continued increase in family numbers and family income is expected. Num- 
ber of families getting over $5,000 a year expected to quadruple be- 
tween 1950 and 1960. 

Education—Number of people whose education includes at least four years of high 
school on the way up. Tremendous increase of last ten years ex- 
pected to continue. May or may not mean more intelligent food 
buying. 

Age—People under 15 and over 60 will account for just about half of population in- 
crease. Very, very significant for milk industry. ADA studies show 
present younger group, comprising 25% of population, consuming 50% 
of the fluid milk. You can expect plenty competition for that market. 


Next ten years loom big, dynamic, and terrific. Nuff said. 
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Sales Packaging 
from Zh 
Profit-Building 


Source 


The next time a Sealright man sees you, he wants to S “ ] . h : 
take 20 seconds to show you a complete Sealright e a rig t CO. INC 


Sales Packaging Line, from two and one half-ounce 





(ur 


ice cream cups to six-gallon Bulkan Containers. Today and everyday 32,000,000 people xb! 
Some time soon you may want a new packaging use a Sealright closure or container \"-"- 
program ...a new promotion. This is our way of NEES 
reminding you that the Sealright man would like to Oswego Falls Corp.—Sealright Co. Inc., Fulton, N. Y., Kansas 


- z City, Kansas—Sealright Pacific, Ltd., Los Angeles, California— 
be there then with an idea for you. Canadian Sealright Co., Ltd., Peterborough, Ontario, Canada. 





use 


_ SEALRIGHT 


SANITARY SERVICE 
Yo 


Kansas 
fornia— 
Canada. 





1 AND 2 WINDOW COVER PACKAGING 3.4.5.6 
CAPS AND CLOSURES 7. 8. 9. 10. 11 SHERBET 
NESTYLE PACKAGING 12. 13. 14, 15 SOUR CREAM 
AND COTTAGE CHEESE NESTYLE PACKAGING 16, 
17. 18 ICE CREAM CUPS 19. 20. 21, 22. 23. 24 
NESTYLE ICE CREAM PACKAGING 25 ROUND 
CONTAINER PACKAGING 26. 27. 28. 29 SEA- 
SONAL PROMOTIONAL PACKAGING 30 BULKAN 
PACKAGING FROM 1 TO 6 GALLONS 31 SEALON 
DOUBLE CAPPING 32 BUTTER PACKAGING 
33. 34. 35. 36 SEALKING PLASTIC COATED PAPER 
MILK PACKAGING 37. 38. 39 KONE BOTTLE 
DAIRY SPECIALTY PACKAGING 
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By W. S. ROSENBERGER and V. H. NIELSEN 


What is a Fair Sewer Rental 
Charge for Dairy Waste ? 


QUESTION—We were interested 
in your article on dairy waste dis- 
posal in the October, 1955 issue 
of the “American Milk Review” be- 
cause we have a situation which, 
in some respects, is similar to the 
one you discussed. The waste from 
our plant is now going in the vil- 
lage sewer. Our village has a pop- 
ulation of about 2,500. 


We are wondering what would 
be an equitable charge for taking 
care of our waste which runs from 
25,000 to 60,000 gallons per day 
and has a 5-day B.O.B. of 500-600 
p.p.m. 

Milk Plant Operator, New York. 

ANSWER—Zack' the 


waste disposal of a number of Penn- 


observed 


svlvania milk plants several of which 
discharged their wastes into municipal 
sewers. The populations of the towns 
and villages in which these plants 
were 2,000 


The rentals were based 


located varied between 
10,000. 
on fixtures or water use or sometimes 
the waste, and 
they varied from $0.10 to $1.00 per 
Usually the 


base charge was for waste with B.O.D. 


and 
on measurements of 
1,000 gallons of waste. 


content less than 300 p.p.m. with the 


charges increasing with 
the 


rates 


increasing 
strength of waste. In some in- 
the the 


volume delivered became larger as in 


stances decreased as 


this example. 


Charge per 
Gals. per quarter 1,000 gals. 
Less than 200,000 $0.35 
200,000-600,000 $0.25 
More than 600,000 $0.15 
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In general the lower charges were 
applied to waste in 
large municipalities while the higher 
charges were applied to low volume 


large-volume 


waste in small communities. A survey 
rental Iowa 
has disclosed to us that similar con- 
ditions prevail there although some of 


of sewer ordinances in 


the larger cities sometimes are able 
to provide sewer rental at less than 
$0.10 per 1,000 gal. 


Small Community 


Your plant is located in a smali 
community and produces a relatively 
large-volume, medium strength waste. 
It would be difficult to state exactly 
what you might be able to negotiate 
as an equitable charge under these 
circumstances. We can cite a similar 
situation here in Iowa where a waste 
treatment plant is being designed to 
treat the waste from a village the 
size of yours and from a large dairy 
products plant. In this case half the 
cost of building and operating the 
waste will be 
charged against the dairy plant and 
this will amount to $0.30 per 1,000 
gal. of waste. As a first approximation 
would that should 
have to pay no more than that. 


treatment facilities 


we suggest you 


Actually this figure must be taken 
with some reservation in as much as 


the 


greatly from place to place because it 


cost of waste treatment varies 
is based on a number of varying con- 
Such 


financing, maintenance, cost of opera- 
the 


ditions. factors as method of 


tion, debt limitation of munici- 


pality, proportion of the waste coming 
from the milk plant and the economic 
significance of the milk plant to the 
community may all enter into the 
negotiations when charges are deter- 


mined. 


In the above example charges were 
based on the estimated cost of con- 
structing and operating the treatment 
plant and on several measurements of 
the volume and strength of the waste 
irom the milk plant. From the latter 
apparent that the milk 
waste contributed about half the total 
B.O.D. loading, and for that reason 
it was decided that the milk plant 
should contribute half the cost of con- 
structing and operating the waste dis- 
posal plant. 


it became 


Many sanitation engineers are ol 
the opinion that the B.O.D. loading 
alone is not an equitable basis for 
allocating the cost of industrial waste 
treatment. If, for instance, a munici- 
pal waste disposal plant is designed 
to accommodate the waste from a cer- 
tain milk plant in addition to the 
the in its 
the added cost of 
operation are not necessarily propor- 
tional to the added B.O.D. loading. 
It has therefore been suggested that 
the milk plant should be charged only 
with the incremental cost caused by 


domestic waste, increase 


dimensions and 


its contribution. 


Quite often the situation is such 
that the town or village is limited 
with respect to the revenue bonds it 
can issue. Under those circumstances 
the industry seeking common waste 
treatment may find itself contributing 


more than its just share. 





‘Zack, S. 1. Treatment and disposal of 
milk wastes. Sewage and Industrial Wastes, 
25, No. 2:177-187. 1953. 
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MILKY SAYS: \ 
“‘Here’s The Secret Of ! 
._. *. Better Dairy Cartons” / 
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LF Yes, every day in hundreds of dairies, long lines of dairy 


eae == = 





ae cartons are better looking and stronger because they are 
coated with waxes containing A-C* PoLYETHYLENE. A-C 
POLYETHYLENE has been accepted by dairy operators 
because it has proved itself repeatedly as an effective 
fortifier of wax coatings. 


conomic 
t to the 
nto the 
e deter- | 


Dairy wax suppliers who biend A-C POLYETHYLENE in 
their waxes report big improvements in milk and other 
dairy cartons. Wax-polyethylene blends give a more 
uniform, more homogenous coating on bottom and sides. 
Colors are clearer and brighter! The cartons are stronger; 
flaking and bulging are reduced! Production men report 
that there is no “rub-off” on the machinery, and therefore 
maintenance costs are reduced. 
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Dairy waxes fortified with A-C PoLYETHYLENE are avail- 
able in liquid and slab form, for most convenient handling. 
Mail coupon for more information on A-C POLYETHYLENE 
tea ie and for the names of local wax-polyethylene blend 
suppliers. 
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SEMET-SOLVAY PETROCHEMICAL DIVISION f 
Allied Chemical & Dye Corporation 


llied 
Room 553 pment 


40 Rector Street, New York 6, N. Y. 
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() Please send me literature on A-C PoLYETHYLENE-wax blends. 


[() Have my local supplier furnish information on the advantages 
of A-C PoLyYETHYLENE-wax blends. 
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limited 
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Company 
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slike 
Have Profited 
from 
Philadelphia’s 
Unique School 
of 


Applied Dairy 


Procedure 








Dr. F. Bruce Baldwin, founder in 1937 of the school of Applied Dairy Procedure, still 

teaches the six week course, Milk Facts for Dairy Salesmen. This course, which brings 

students the current events in the milk industrry and a discussion of new products, 

permits Dr. Baldwin to keep in touch with the students and to bring the activities of 
top industry management to the workers in the Philadelphia area. 


es 5 | For nearly twenty 


| years milk distribu- 
| Coclusive | tors in the Philadel- 
' featahe ! phia area have been 


k th iit ia 


meeting the problem 
of employee _ train- 
ing with a remark- 
able evening school 
known as the School of Applied Dairy 
Procedure. Established in 1937 by 
Dr. F. Bruce Baldwin, vice-president 
of Abbotts Dairies, Inc. and _ past 
president and director of the Milk 
Industry Foundation, the school has 
given additional training to 1,740 peo- 
ple working in Philadelphia’s dairy 
industry. 

The school is operated in coopera- 
tion with Temple University. It offers 
all employees of dairies in the area, 
college graduates or not, nine basic 
courses in dairy procedure. The result 


is a well-rounded training program. 


The College Relations’ Committee 
of the Milk Industry Foundation in 
its report, “Reaching Teaching, and 
Using the College Graduate in Dairy 
Manufacturing” observed “few plants 
have training programs beneficial to 


new employees and _ particularly to 
dairy graduates.” The Philadelphia 
school is one of the answers to this 
problem of industry training. 


The first course the school offered 
was Fundamentals of Dairy Manufac- 
turing, a thirty week program. This 
course, that has met for two hours 
each Wednesday evening ever since 
(except for the war years) treats every 
phase of dairy operation except the 
actual selling of milk on a route. The 
course is basic, and most of the other 
courses are devoted to a more inten- 
sive training in some of the important 
subjects discussed in Fundamentals. 
Completion of Fundamentals includes 
taking the state examination for a 
laboratory tester’s license. The in- 
structor of the course has the author- 
ity to give the test and recommend 
the license. 


Early Success 
The first course was such a suc- 
cess—forty dairy employees paid their 
own tuition of $20 per semester to 
attend it— that, in 1940 two more 
courses were added. These, Biochem- 
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Plastic double-wall tumblers 


boost sales of cottage cheese! 


Colorful insulated tumblers 
sample new customers 
and assure repeat sales! 


They’re beauties...and they’ve proved 
a real profit-maker for dairies in every 
part of the country! That’s because an 
attractive premium package “sam- 
ples” new buyers. 


, 


“Tropicana Tumblers,” a premium 
package molded of Monsanto’s Lus- 
trex styrene plastic, pave the way for 
getting new cottage cheese customers 

.and often getting reorders week 
after week. 


Lustrex styrene plastic gives these 

e, still . . , tumblers outstanding eye appeal. Their 
bee : 4 8 break resistance is remarkable. And 
ies of _— the odorless, tasteless, nontoxic prop- 
erties of Lustrex protect the purity of 

any food. A double wall, separated by 

an insulating vacuum, keeps iced 

drinks cool down to the last swallow. 


“Tropicana Tumblers,” available in 8 

aly OE . 2a ee ee if colors, are supplied in 10-oz. size on a 

delphia y a ‘ ie ok r oi et guaranteed performance basis by the 

to this zz. ; . af san “7 Mallory-Randall Corp., Brooklyn, N. Y. 

3 : — “fh u gas ’ More than 90 dairies are already using 

them to send their sales of cottage 

cheese soaring to profitable new 
heights. 
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1. This re , 

» hous = ~ Ce ! , Monsanto will gladly put you in touch 
r since a” 4. . : a ' ' ’ ge . with plastic packaging specialists who 
» ove 4 ; q ’ 3 - f will help you work out your own pack- 
- the . ? 74 ‘eee eee ; aging requirements. Write Monsanto 
e. The ee eS ' ’ i. ‘ . Chemical Co., Plastics Division, Room 
° ofa iad a i. ' i . anil : a t 132. Springfield 2, Massachusetts. 
a | waa Swraal ee ee . It pays to package in 
porte pee +4 : | 
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Monsanto also supplies 
ster to 


polyethylene and cellulose 
acetate for packaging. 





» more 
»chem- 


* 


LUSTREX: REG. U PAT. OFF. 
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istry of Milk and Bacteriology of Milk, 
were single semester courses, the Bio- 
chemistry being taught the first 15 
week semester and the Bacteriology 
the second. The tuition per semester 
was, and still is, the same as the 
tuition for Fundamentals. 


Dr. Baldwin was its only instructor, 
but he found four hours of evening 
teaching each week a pleasure rather 
than a strain. 


“I was a young, ambitious guy,” 
he says. “I had recently got my 
Ph. D. in Bacteriology and Biochem- 
istry, and, while I was making prog- 
ress during the day in the dairy 


business, all I was doing evenings 


was sitting around reading the news- 
paper and forgetting my specialized 
training. Such training must be used 
regularly to be retained. It struck me 
that by teaching dairy personnel the 
subjects in which I had specialized, I 
could keep my own knowledge fresh 


and also perform a public service.” 


The Temple University Community 
College offered appropriate facilities 
for the sort of school Dr. Baldwin had 
in mind. The college is dedicated to 
the priniciple of giving specialized 
training to people who don't have 
college degrees. All anyone has to do, 
who wants to learn a subject or teach 
a subject, is to organize a class. The 
college handles the administrative de- 
tails and provides the classroom. 


Once Dr. Baldwin had established 
his school at Temple, he found it pro- 
vided other benefits beyond the flex- 
ing of his knowledge and the doing 
of a public service. 


“A not entirely negligible consid- 
eration,” he says, “was that it pro- 
vided me $420 per year of additional 
income. That may not seem like 
much today, but in 1937 it was real 
money for a fellow just starting out.” 


More Courses Offered 


The school had only the three 
courses and the single instructor until 
1942 when World War II forced sus- 
pension of operations. In 1946 the 
school resumed on the same_ basis, 
but the need for expansion was evi- 
dent almost immediately, and, in 1947 
three more courses were added. Dairy 
Arithmetic and Accounting was _ of- 
fered to instruct dairy personnel in 
working under the Federal Milk Mar- 
ket Ordering. The other two courses 
added were Dairy Labor Problems 
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and Ice Cream Manufacturing. The 
Labor and Arithmetic courses are 
single semester programs. Ice Cream 
Manufacturing runs a full year. 


The introduction of these three 
courses required additional instructors. 
Baldwin could not teach them all. So 
additional instructors were obtained 
for all three of the new courses and 
for two of the final three courses 
added later. The later courses, all 


added in 1948, were on Milk Plant 


a 


being a city-wide dairy project, i 
was a one man project. As far as 
1937 to 
1946 the school was, as all new proj. 


action is concerned, from 


ects must be, the fruition of one man’s 
dream. The rest of the industry was 
sympathetic to the school. They 
thought it an admirable idea. But, 
until after the war, they only partici- 
pated as students. 


Beginning in 1947-1948, when new 


instructors were introduced, several 


A class on Dairy Salesmanship got some sound information from a veteran in the sales 

field. Carl Hildreth, formerly sales manager with Roberts Dairy in Nebraska and 

presently sales manager of the Vitex Laboratories, drew on his rich experience as a 

salesman when he discussed sales problems at the school. Mr. Hildreth is typical of 
the high caliber of talent participating in the program. 


Equipment, Dairy Salesmanship and 
Milk Facts for Dairy Salesmen. Of 
these new courses, Dr. Baldwin taught 
only the one on Milk Facts, which he 
has continued to teach ever since. 

In 1948 Dr. Baldwin largely with- 
drew from teaching in his school and 
devoted his efforts to administration 
and to revising the textbook he had 
originally written for the school and 
published in 1943. The book, Hand- 
book of Applied Dairy Procedure, was 
republished in its revised version in 
1951. This book in its earlier version 
and Dr. 
school had attracted the attention of 
the Milk Industry Foundation which 
had asked him to write a book for 


Baldwin’s work with the 


them. The second book, Manual for 
Milk Plant Operators was published 
in 1948. 

From the early history of the school, 
one would judge that, rather than 


major dairies in the area entered in- 
to active administrative participation. 
Personnel from such organizations as 
Breyers and Sylvan Seal began to 
teach in addition to attending. A com- 
ment by Donald D. Hayes, Vice-Presi- 
dent of Turner & Wescott, Inc., and 
senior instructor of the Dairy Sales- 
manship course reflects the sort of 
dairy derives 


reward management 


from teaching. 


“Everywhere I go,” says Hayes, 
“routemen wave to me or speak to me, 
and I recognize them as students of 
my course. You'd be surprised the 
feeling it gives you. You never seem 
to be away from home. All the dairy 
people in town seem to belong to the 
same club.” 

This club, Dr. Baldwin calls his 
country club and hobby. Eighty per 
cent of its students have come vol- 


untarily and have paid their own tur 
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several 7 fe Whatever your agitation problem, Girton has the specific answer! You 


have a wide choice of specialized agitators, or a combination of features 
in the same agitator, which will care for practically all product needs. 





a 


STANDARD AGITATOR 
For general agitation of fluid products 


SIDE SWEEP AGITATOR 
For highly viscous products 


ed in- 
yation. 


ons as 24 
SERRATED AGITATOR 


an to For breaking up highly cohesive ingredients 
com- such as eggs, etc. 
-Presi- 


, and , : . : : : 
Here is the simplest, most effective agitator in the industry. The center 


Sales- of the blade is pivoted to the lower end of the agitator shaft, so that 
= q Pea \ the blade tilts to conform to the pitch of the bottom of the vat. On each 
jerives get all, revolution the full length of the blade sweeps within a fraction of an 

. inch of the bottom. The blade rides on nylon runners which keep it 


aves just short of actual contact with the bottom. 


tO me, 





= Viscous liquids and dried products with a tendency to settle and lie 

a a RING AGITATOR inert at the lower part of the pitched bottom are now swept into the 

For frozen ingredients upper levels of the vat with each agitator revolution. The entire con- 
seem tents, whatever the product, now mix readily and thoroughly. 
dairy : 
to the : The baffle in the processor is adjustable to a variety of positions in order 
to give just the type of agitation best suited to each individual product 
— vigorous agitation for a heavy one, gentle agitation for a delicate 
4 \ one, or remove the baffle when not needed. 
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tion; only 20 per cent have been 


subsidized by their employers. 


The cost of the instruction has far 
outstripped the income from tuition. 
Dr. Baldwin makes up the difference 
personally. Nor does he look on this 
expense as a burden. “It doesn’t come 
to nearly as much as other men spend 
on hobbies and clubs, and I don’t have 
hobbies and clubs. I have my school.” 


One Answer to Training 


Whether the problem is training 
dairy personnel who have no college 
training or keeping college men up to 
date, Dr. Baldwin feels his school is 
an excellent answer to the problem 
raised in the Milk Industry Founda- 
tion report. 


He would like to see the dairy in- 
dustry found similar schools in other 
cities. 

Wherever there is a group of dair- 
ies that would like to establish a 
similar community training school, 
Baldwin and his group would wel- 
come the opportunity to assist and 


counsel. 


“We can’t, of course, offer to travel 
around the country and set up 
schools,” Dr. Baldwin says. “But we 
will gladly make our course material 
available, and, if interested groups 
would like to come here to Philadel- 
phia, several of us will meet with 
them and discuss all the financial and 
organizational details of the school. 


“I am keenly interested in broaden- 
ing the education of dairy employees. 
I think such education is more essen- 
tial to our business than to most others 
because milk is probably the most dis- 
cussed, examined, tested, legislated for 
and against and inspected product on 
the market. 


“Our only hope for achieving public 
understanding of our products and our 
problems is to teach all of our em- 
ployees everything we can about 
The well- 


instructed employee is the best good- 


milk and milk products. 


will ambassador any industry can 
have. He is also the best worker. He 


works with confidence, because he 


knows the facts of his trade.” 


New Course on Equipment 


In most of the courses the facts 
of the dairy trade come from lectures 
by the instructor of the course, rep- 


resentatives of dairies in the area, and 
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specialists from the Milk Industry 
Foundation and other milk industry 
associations. Until recently, the only 
course for which speakers were ob- 
tained from industries that supply the 
dairy industry was the course on 
MILK PLANT EQUIPMENT. The 
need for such speakers in that course 


is obvious. 


Recently, however, in an undertak- 
ing to broaden the instruction in all 





William H. Stanziale, sales supervisor 
of Greenhill Dairies, Wilmington, Dela- 
ware, was a relief routeman when he 
first took the Milk Facts course in 1954. 
He had been in the ice cream end of 
the dairy business in Wilkes-Barre, Penn- 
sylvania previous to coming to Wilming- 
ton but knew nothing of the milk end. 
Raised to supervisor in July 1955, Stanzi- 
ale is now enrolled in Milk Fundamentals 
course and comes from Wilmington to 
Philadelphia each Wednesday evening 
to attend. 


classes, speakers from supply indus- 
tries have been asked to address some 
of the other classes. The first such 
outside speaker in the Dairy Salesman- 
ship Class was Carl E. Hildreth of the 
Vitex Laboratories who, with his Penn- 
sylvania representative, Mr. Allen Gil- 
bert, 
fortifications in milk. 


conducted a class on vitamin 


Constant concern on the parts of 
Dr. Baldwin and his associates for im- 
proving the school lead to these and 
other innovaitons in speakers and pre- 
sentations. The variety of speakers 
and their positions in the industry are 
such that the school meets completely 
the training requirements established 
in the Milk Industry Foundation re- 
port which are these: 


1. The training program must stem 
from top management. 


The training program must haye 
specific objectives. 


Go 


The training program must be 
open to any employee of the com. 
pany. 


4. The program must be designed 
to give the trainee an opportu. 
nity to learn the operations of the 
entire plant. 


Ut 


Duties should be assigned which 
will encourage the trainee to de- 
velop an analytical attitude, to 
make him cost conscious and to 
stimulate him continually to ask 
why? 

6. Regular reports should be re 
quired of the trainee. 





Francis W. Flynn, salesmanager of the 
Green Valley Dairy, Haddonfield, N. J., 
was a routeman when he started taking 
courses at the school four years ago. 
Since then he has taken six of the nine 
courses the school offers and has risen 
from routeman to supervisor to assistant 


salesmanager to salesmanager. Asked 
whether the school helped him, he 
shrugged and said: “A lot of guys who 
were routemen when | was and didn’t 
take the courses are still routemen.” 


7. The supervisor of the trainee 
should make periodic reports. 


8. Reports must reach top manage- 
ment. 


9. Management should confer with 
the trainee. 

10. The training program should be 
broader than production alone. 

11. The program should include ex- 
tra activities, such as plant opera- 
tion classes, leadership classes 


and short courses. 
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The Ryder family: A. M. Ryder, Jr., A. M. Ryder, Sr., C. R. Ryder. 


€ 


In January of 1955, Ryder’s Dairy 
launched a campaign to encourage 
farmers to change to a bulk milk sys- 
tem, using Stainless Steel tanks. By 
June 4, less than six months later, 
the dairy was running a 100% bulk 
milk system. 

Costs at the dairy have been dras- 
tically reduced. For example, much 
lower water bills, one less employee 
needed, less fuel used, lower refrig- 
eration expense (milk now arrives at 
38° F.). During July, when the hot- 
test weather in 60 years was exper- 
ienced, the highest temperature at 
which milk was received at the plant 
was 42° F. There is less bookkeeping 
and lab expense, and no special in- 





U 
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spection calls have been necessary 
since the farmers switched to tanks. 
On top of all this, bacteria count is 
only about 10,000, compared to the 
previous 30,000 to 100,000; and 
butterfat is up one full point. 

The farmers really go for the new 





*.. lower costs and better milk 
with our 100% bulk milk system” 


says A. M. RYDER, Ryder’s Dairy, Inc., Lemoyne, Pa. 


system. In Mr. Ryder’s words, “Be- 
cause of less stickage and spillage 
and higher butterfat, no farmer 
would go back to cans.” 

Write for information on this low 
cost method of milk handling with 
Stainless Steel bulk milk tanks. 


UNITED STATES STEEL CORPORATION, PITTSBURGH - AMERICAN STEEL & WIRE DIVISION, CLEVELAND 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO - NATIONAL TUBE DIVISION, PITTSBURGH 
TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 


UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


USS STAINLESS STEEL 














SHEETS + STRIP PLATES 





PIPE + TUBES + WIRE 











BARS + BILLETS 
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Mr. Robert M. Pray, assistant dairy sales manager, reviews the progress of Manton-Gaulin’s Certified Service 


training course at a staff meeting with Mr. George Urian, dairy sales manager, on the right. 
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| Manton-Gaulin 


Dealers 
Lie Coupe annie? 
wee C0ode-lo Cowl 


There’s an important extra coming 
your way on Gaulin Homogenizers 
and Pumps — local, factory trained 
Manton-Gaulin “Certified Service’. 
This makes sure you get the full bene- 
fit of correctly installed and properly 
maintained Gaulin equipment — a 
vital consideration in keeping your 
processing costs as low as possible. 
This is how it works. Manton- 
Gaulin has instituted a series of train- 
ing courses for jobber personnel. Held 
at the factory, the courses cover 
all important phases of homoge- 
nizer installation, operation and 
maintenance. Upon completion 
of the course and passing an ex- 
amination, jobber servicemen are 
entitled to offer“ Certified Gaulin 
Service’ to all customers in their 
area. The program has proved so 
popular that classes are now 
being scheduled through 1956. 


“Certified Service” is the latest ex- 
tension of Manton-Gaulin service to 
the Dairy Industry. It is one of the 
many extras you get when you select 
a Gaulin Homogenizer . . . the ma- 
chine that’s really built to last. For 
further information on the jobber 
nearest you offering this service, or for 
data on the complete line of Gaulin 
Homogenizers, write: Manton-Gaulin 


Mfg. Co., Inc., 44 Garden St., 
Everett 49, Mass. 





The most complete line available. Capacities range from 75 gph to 4000 gph. 2 speed drive 
is available on all models, for greater flexibility in processing different types of dairy products. 


MANTON-GAULIN 


Manutacturing Company, Inc. 
44 Garden Street, Everett 49, Mass. 


February, 1956 


World’s largest manufacturers of Homogenizers, 
Triplex Stainiess-steel high pressure pumps, 
and Colloid Mills 











Few special prod- 


carried 
milk truck have re- 
ceived the favorable 


ucts on a 


os. ance that has greet- 
chilled 


orange 


and rapid accept- 
cartoned 
Milk 
distributors have been quick to sense 
this 


% ‘ oe | ed 





juice. 
Since introduction of 
the product into markets outside of 
Florida in 1953, 52 per cent of the 


reaction. 


nation’s milk dealers have taken on 
chilled orange juice for distribution. 
Indeed, two major dairy companies, 
Kraft Foods and H. P. Hood & Sons 
have set up their own orange juice 
plants. 


Some the 


characterized 


indication of 
that 


juice sales can be found in container 


upward 


drive has orange 
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By HERBERT SAAL 


deliveries. The American Can Com- 
reports 8,000,000 cartons sold 
to the chilled orange juice industry 
during the first eight months of 1954. 
During the 1955, 
75,000,000 ante 


used for orange juice. 


pany 


same period in 


Canco containers 

Other container manufacturers are 
getting in on the orange juice market. 
International Paper Company, for ex- 
ample, is running extensive over-the- 
road tests on a Pure-Pak carton espe- 
cially developed for the orange juice 
trade. 

The orange juice companies see a 
solid future for the product. Approx- 
imately twenty firms are engaged in 
producing chilled orange juice at the 
present time. One company is plan- 
ning to build a packaging plant on 
the east coast of Florida. Another says 


G. H. Hood, Jr., of H. P. Hood & Sons, Boston (right), and Murray Albertson, Mr. 
Hood's colleague on the Halco Company, producers of orange juice, examine the 
company’s orange juice container. The Halco Company began making and selling 


jvice for Hood early in January. 








Chilled Orange Juice Gains 
Place on the Milk Route 


it will ship juice to northern markets 
by ocean-going tanker at the rate of 
a million gallons a week. Still another 
firm outlines plans for the construc- 
tion of a plant in California. 


Take a look at these figures: 


the chilled orange _ for a gross 
In juice industry sold 
1953-1954 3,000,000 gals. $4,200,000 
1954-1955 17,000,000 gals. 23,800,000 
1955-1956 30-33,000,000 gals. 43,400,000 
(Estimated) 
If the 1956 estimates are not far 


off, it will mean a 1,000 per cent in- 
crease in business in just three years! 
What all 


dairy industry? 


does this mean to the 


So far it has meant a powerful new 
addition to the line of products carried 


the milk trucks. Profit 
and amazingly quick acceptance have 


on margins 
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heen particularly satisfactory. “We're 
doing very well with it. It's a top 
by-product item,” was a typical com- 
ment. Other “The 
profit margin works out very well.” 


dealers told us, 
still others described the product as, 
“One of the most popular items of all 
the special products that we carry.” 
The sales manager of a dairy in a 
large eastern city declares that in the 
few short months his company has 
distributed orange juice, it has become 
one of the top 
among the by-products. It was intro- 


rey enue-producers 


duced on home service routes in half- 
pint samples in September, 1954. It 
hasn't taken 
accounting for an 


a backward step since, 
12,000 


quarts a month. Prices are 30 cents 


average 


to the storekeepers; 35 cents at the 
store; and 36 cents to the home serv- 


ice customer. 


Most dairy people and grocers are 


just as enthusiastic. They are as- 


tounded by the speed with which 
cartoned orange juice has established 


itself in the dairy field. 


There are some dissenting voices, 
however. A New Jersey dealer, a 100- 
route man, says, “One fruit juice firm 
offered us orange juice at 27 to 28 
cents a quart last summer. With our 
sub-dealer set-up, we would have to 
pay the sub-dealer six or seven cents 
a quart, leaving us a margin of three 
or four cents. After handling, pilfer- 
age, leaker and other costs, we would 
have been left with only one cent 


profit. It may be a good deal for 








Orange juice makers show an awareness of the relationship between plant and personnel 


sanitation and the quality of the product. 


Laboratory tests and quality checks are fre- 


quent and stringent. Fillers are similar to those used in packaging milk. 


dairies that own their own routes. 
Not for us.” 
Although chilled orange juice is 


not distributed exclusively through 
milk handlers, by far the major vol- 


milk trucks. 


juice is distributed through food brok- 


ume is on the Some 


ers direct to stores. Some chains 


are buying directly from the juice 


manutacturer. 


Experiences of processors who at- 


tempt distribution through the first 


method are usually neither happy nor 


profitable. First, brokers don't have 


home service routes. Second, they 


don’t deliver often enough to stores. 





Quickly loaded at the Florida plant, this refrigerated trailer truck shortly will be on its 
way northward to cities along the Atlantic seaboard. Others speed along the highways 
to all parts of the country east of the Rockies. 


February, 1956 


It’s tough for a grocer to estimate his 
orange juice needs a week in advance. 
He always runs the danger of order- 
ing too much or too little. 


“We discovered early in the game,” 
“that the 
distribution system already set up by 


says one juice processor, 
milk dealers and their long experience 
in the maintenance of quality of a 
product that is highly perishable made 
them the ones most qualified to handle 
orange juice. Orange juice, like milk, 
has to be kept at low temperatures 
constantly and must be delivered 
quickly to the consumer or the store. 
Milk dealers are the only ones we 
know that deliver milk every day to 
stores and every other day to homes, 
a product that requires the same kind 


of care and attention as orange juice.” 


At the present time chilled orange 
juice is distributed by milk dealers 
in 40 states fanning out from Florida 
north to the border and 
to the Rockies. 
Procurement falls into three general 


Canadian 
northwest, and west 


patterns. Most common is direct pur- 
chase from the juice processor, who 
delivers to the dairy. This, however, is 
limited by the number of distribution 
points the processor has established. A 
second method is for one dairy com- 
pany to act as a distributor for an area. 
The juice is delivered to his plant and 
he in turn distributes to other dealers 
Still a 
third method, one that has developed 


and to his own customers. 
within the last three weeks, is owner- 
ship of the processing plant 


by the dairy itself. As far as we have 


juice 
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been able to ascertain, Kraft and 
H. P. Hood are the only firms oper- 
ating in this manner. 

Kraft’s biggest customer is Sheffield 
Farms of New York, Kraft’s fellow 
National Dairy Company. H. P. Hood 
& Sons, with men experienced in the 
citrus fruit field, has formed the Halco 
Company to process and_ package 
orange juice exclusively for promotion 
and distribution by Hood. Between 
them Hood and Sheffield used about 
750,000 quarts a 


former supplier. 


week from. their 

The operating margin on chilled 
orange juice is eight to nine cents a 
quart. The net profit, of course, de- 
pends upon the individual dealer. We 
found a great deal of reluctance on 
the part of distributors to discuss 
margins in specific dollars and cents 
terms. Practically everybody agreed 
they were good but only one firm 
told us what their particular margin 
was. Best guess is that with adequate 
margins, profits are substantially in 
excess of the quarter-cent per quart, 
which is the average for fluid milk. 


Some warning signals are up, in- 
dicating that margins will not always 
be as big as they are today. One 
of the country’s largest chains report- 
edly sells a specific brand at two to 
five cents less than other brands in 
other chains. Spokesmen for the store 
would neither confirm nor deny that 
the orange juice processor packages 
exclusively for the chain or that the 
chain sells that brand exclusively. 


Another sign came from an up-state 
New York dealer who now pays 28.1 
cents a quart to the juice processor. 
He reports receiving an offer from 
another juice packer to sell him the 
product for 21 cents a quart, a saving 
of seven cents! He sells 8,000 quarts 
a month at 33 cents a quart to whole- 
sale customers and 36 cents a quart to 
home service customers. 

Prices of individual processors ap- 
pear to be the same to all of their 
their customers except, of course, for 
the difference in transportation rates. 
Beyond that, processors do not exer- 
“We control 
over the price the milk dealer charges 
the grocer or the grocer charges the 


cise control. have no 


customer,” was the way one processor 
put it. These independent 
policies on the 


pricing 
part of milk dis- 
tributors and grocers account for the 
fact that at times the same brand will 
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Following is a list of the companies 


in the chilled juice manufacturing 
business and the brand names of their 
product: 


Florida Citrus Products Exchange 
SEALD SWEET 


Dairy Service Corporation 
GROVE SWEET 


Florida Juice, Inc. 
ORANGE BLOSSOM 
ORANGE BEE 


Fruit Industries, Inc. 
TROPICANA 
Golden Gift, Inc. 
GOLDEN GIFT 
William A. Harvey 
SUNTEST 


J. William Horsey Corp. 
FLORIDA SIP, SUN PEP, HORSEY 


Hart's Citrus Products Company 
HART’S, PUREST 


Kraft Foods Company 
KRAFT 
Lakeland Highlands Canning C 
CIRCUS 
Manhan Indian River Juice, Inc. 
MANHAN, TREE RIPE 
Mariana Growers, Inc. 
VITA RIPE 
Osceola Fruit Distributors 
KING SUN 


Ready Foods Company, Inc. 
TURNBULL, DIXIE 


Sargeant Concentrates, Inc. 
TOP GROVE, REDI-MAID 
Scenic Citrus Corp. 
EVERSWEET 
Tropic Treet 
TROPIC TREET 


Halco Products, Inc. 
HOOD’S 
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carry varying price tags in the same 
town. 

Oranges are picked, squeezed and 
packaged in Florida and shipped out 
in refrigerated trucks arriving at their 
destinations from 36 to 96 hours later, 
depending on where they are going. 
This is how most of the companies 
operate. 
from this 
For example, the makers 
of Orange Blossom and Orange Bee 
brands squeeze the fruit in Florida 
and ship the juice north by tank 
truck for action on the filling machine 
at the Newark plant, formerly a milk 
plant owned by Borden. 


Some companies 
procedure. 


vary 


Other variations occur in the sum- 
mer when the oranges are few and 
the demand for the product is at its 
thirsty height. Some companies freeze 


whole juice during the flush periog 
(November through June) thaw it oy | 
and sell as the need arises in the bor | 
months. Others have oranges shippe 
in from California for use during th | 
summer. California’s orange growing | 
season seems to follow Florida’s (o, 

vice versa, depending on your loyal 

ties). One processor keeps oranges at 
near freezing for months until he, 
ready to squeeze. 


Some trouble 


was reported with 
quality in the first days of chilled 
orange juice distribution. One dealer 
for example, ordered orange juice and 
got grapefruit juice. These, however, 
appear to have been growing pains 
more than anything else. We have 
heard of no complaints on quality 
during the last year. Furthermore, 
orange juice processors are quite qual- 
ity-minded and have instituted sound 
quality control programs. 


The chilled, cartoned product repre- 
sents the apex of orange juice con- 
venience to the housewife. She doesn’t 


have to buy, cut and squeeze 16 | 


oranges to make a quart, nor does she 
have to open a can. 


that she is 
willing to pay for the convenience: 


She has demonstrated 


juice in a carton costs her anywhere 
from six to 21 cents a quart more than 
a quart made from the canned, frozen 
concentrate. 


The price for a quart of chilled 
orange juice ranges from 30 to 45 
cents, depending upon time and place. 
Because oranges are scarcer in the 
summer, the price of the finished 
product is higher. The farther she 


lives from Florida, the more it costs. 


A veteran distributor told us that 
orange juice has no effect on his other 
orange drink sales. “The juice is pri- 
marily a breakfast food and promoted 
as such. The orange drink is a bever- 
age; people who want a beverage buy 
the orange drink.” 

From where we sit, it appears that 
chilled orange juice is winning a place 
as a money-maker on the dealers’ lists 
The 
people and some segments of the 
dairy industry, notably Kraft Foods 
and Hood’s of New England, are 
wagering millions of dollars in plant. 


of by-products. orange juice 


equipment, product and promotion on 
the belief that the public’s taste for 
chilled, cartoned orange juice is here 
to stay. 
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MORE STRENGTH... 
Per Pound... Per Dollar 





February, 1956 














in a BOYERTOWN “Better Built’ Body 


That’s what thousands of dairy truck buyers find every year. Like the users of the Boyer- 
town MERCHANDISER MF-10 wholesale delivery unit above and the Model SM-6 retail 
milk delivery unit below. 

You see, the ideal truck body for door-to-door or wholesale milk delivery needs three 
qualities. It must be light, strong, economical to purchase and maintain. Some modern 
metals offer one .. . or perhaps two . . . of these qualities. 

But only in high strength steel as used by Boyertown, do you find all three! It’s light, 
strong and corrosion-resistant. It absorbs the punishing stop-and-go strains of day-in-day- 
out dairy route driving with a minimum of maintenance. This additional strength is a 
premium of longer life and durability at no extra cost. 


Check your present milk delivery truck body. If it’s a Boyertown . . . and only if it’s a 
Boyertown . . . will it have that combination of light weight — strength 
— corrosion resistance — low maintenance cost per mile . . . that means 


“more’ strength — per pound — per dollar.” 


The wholesale refrigerated milk delivery MERCHANDISER is equipped for 
“over-the-road”’ operation. It is available in 8’, 10’ & 12’ sizes, mounted 
on Forward Control Chassis of your choice. 

The retail milk delivery unit, Model SM-6 is the popular Standard of 
Acceptonce in delivery bodies. This model is one of six “better built’ dairy 
body models available for mounting on the Flat Foce Cowl type chassis. 
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add up 


all your costs 


a (fill in your own costs) 
Cost of ice $ 
Labor of icing 

Accidents due to ice 

Double handling of milk 

Cost 
Cost 
Cost 


of damaged cartons 
of returns 

of standby trucks 
Cost of rotted cases 

Cost of body deterioration 
Reduced selling time of 
routemen 


TOTAL $ 
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you can buy KOLD-HOLD truck plates 
and save money 


Why put up with the inconvenience and high cost of ice 
when you can have Streamlined Kold-Hold Truck Plates 
out of the savings they make. A Kold-Hold “Hold-Over” 
Plate system provides low, predetermined temperatures 
for as long as 24 hours (or more) without attention from 
the driver. They require little maintenance, are practi- 
cally trouble-free. If properly installed, they provide all 
the refrigeration needed for the most difficult trips. 
Streamlined Kold-Hold Truck Plates have proven their 
ability to supply dependable temperatures day in and day 
out to such an extent they are now guaranteed for a full 
five years. 








aly 
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Start your savings . . . convert 


Write 








your milk trucks today! 
for Kold-Hold Truck Plate 
Catalog No. 54. 





KOLD=HOLD |, 


DIVISION 





TRANTER MANUFACTURING, inc. 
492 E. Hazel St., Lansing 4, Michigan 
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SALES MEETING SHOULD TEACH AS 
WELL AS STIMULATE 

ROVEN EDUCATIONAL TECHNIQUES are mak. | 
p ing their appearance in sales meetings. The ol | 

method of exhortation and “get in there and fight 
is happily giving way to stimulation through training and 
the exchange of ideas. 

A recent sales meeting at Fairmont Foods Con. 
pany is a good example of the technique in action, 4 


feature of the two-day gathering was a “brainstorming 


session between branch managers, sales managers, and the 





The classroom technique replaces the emotionalism of the sales 

evangelist in good sales meetings. This picture shows Fairmont 

managers gathered in small working groups, exchanging ideas 
and discussing individual problems. 


Field 
given an opportunity to ask for advice on their own spe- 
cial merchandising problems and to offer suggestions on 


company’s merchandising | staff. executives wert 


the company’s sales and merchandising programs. 
The “brainstorming” session was set up so that small 
groups of men were seated around individual tables in 


order that discussion could be easily be brought down to 





Sales meetings should instruct as well as stimulate. Merchandis- 

ing materials to be used during the year should be available 

for inspection and discussion so that full advantage may be 
taken of their potential. 


the individual level. It was, in effect, a clinic or work- 
shop, rather than a lecture, a very sound approach indeed. 

The meeting was under the direction of A. C. Rag 
now, Fairmont vice-president in charge of merchandising, 
At the same time Mr. Ragnow announced a 20 per cent 
boost in the company’s consumer advertising appropria- 
tion. The 1956 budget will be the largest in the firms 
72 year history. 
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(PATENT PENDING) 
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... give you more refrigeration for less money 


1. Power is derived from the engine crankshaft pulley of heat yet is considerably lighter and smaller than con- 
through a simple electric clutch and flexible shaft. In ventional units. Condenser and blower fans are driven 
this way complicated, troublesome auxiliary equipment by a high speed generator that requires no battery. Cur- 
is eliminated and replaced by a trouble-free mechanical rent is produced independent of the truck electrical sys- 
assembly successfully used in many other applications. tem. Skirt mounted, the condensing unit requires no 
2. The new Turbo-Jet Blower produces in seconds a “beefing up” of body structure. 
complete cycle of air movement across its cooling fins. The Kold-Trux Mark Series is the most modern over-the- 
ndis« Due to the revolutionary new design of this blower, its road refrigeration system on the market today. Write 
jable §=6,_—S ss enttire coil area is effective cooling surface. Because of for more information. 
j_be this greater efficiency, the Turbo-Jet Blower is very light 
in weight. 


work- 3. The tilt-down condensing unit cuts installation and 
deed. maintenance cost. It is mounted on a chassis rail by means & 
Rag- : unique brackets. There are no holes to drill. The con- “Oo L. ™ ¥eO LD 
enser assembly tilts down to expose all parts for servic- 


ising. ; s . 
ising. | ing by loosening two bolts and removing two others. 





in j re a 
be - Ram-jet condenser has a number of cost cutting fea- 
8 tures. It provides greater air movement and dissipation 
1m $ 
Tranter Manufacturing, inc. + 492 E. Hazel Street, Lansing 4, Michigan 
view February, 1956 53 
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Current statistics disclose that among 
creameries encountering quality and _ in- 
spection problems, mold development is 
enemy No. 1. It is discovered as being 
present during either initial grading, dur- 
ing periodic inspection while in storage 
or immediately after the storage period. 





The mold evil outnumbers any other one 
source of the present list of troubles being faced. This is 
confirmed by USDA plant inspection survey analysis. 


Recent cold storage reports estimated total butter 
storage holdings, both private and governmental, to be 
approximately 308 million pounds. It can be assumed that 
the subject of mold development in butter will be a much 
discussed and possibly “cussed” topic of conversation and 
action. Case history after case history shows where excel- 
lent top quality butter had been placed in storage, either 
privately or government owned, only to discover that upon 
withdrawal for inspection and use, that mold had devel- 
oped. The current regrade classification was NO GRADE 
rather than the expected 92 or 93 score. Extremely heavy 
financial losses resulted. Such a grade classification, as 
applied to butter having mold growth, is unacceptable 
for quality grade labeling or use for mercantile exchange 
sales. It is unacceptable for purchase by the CSS under 
the support program statutes if noted during initial grad- 
ing. It warrants plant ineligibility rating with the USDA 
until the manufacturing plant passes a strict USDA inspec- 
tion. It affords the butter trade many handling grievances, 
customer refusal and certainly loss of butter prestige if 
noted by the consumer. 


Cheese — Yes, Butter — No 

Mold has its place. To medicine it has been a bless- 
ing in the form of wonder drugs. To some in the cheese 
industry, particularly makers of Stilton, Bleu, Gorgonzola, 
Roquefort, etc., the cultivated mold has been an asset. To 
the butter industry and its customers, it has been a haz- 
ard. It is No. 1 
first thoughts. 


our problem. It should occupy our 
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Yeast and Mold 
Butter’s 


Enemy No. | 


By EDWIN A. GIERMAK 
Illustrated by the Author 


Butter, when manufactured under excellent and highly 
sanitized procedures, is rarely free of mold cells. How- 
ever, when the mold cell counts are held to irreducible 
minimums, then very little difficulty is experienced. The 
insistence of the USDA that bulk butter be packaged 
carefully with box liners neatly, evenly and_ smoothly 
applied, that butter surfaces be spread evenly and free 
from bodily imprints, and that the corners of each box be 
properly filled should have excellent industry acceptance 
when the full implications are understood. The demands, 
as listed, have been the result of investigations, based on 
scientific facts, that such procedure aid immeasurably in 
the prevention of the development of mold in butter as 
well as preventing surface taint. Furthermore, such pack- 
aging procedures allow for a neat appearing package, one 
that is more convenient to handle at all stages of mate- 
rials handling. The main premise of the USDA in its 
packaging demands is based on the fact that mold re- 
will flourish and 
Butter packaged 
with large air pockets on the surfaces or corners are excel- 


quires air to exist. Given this air it 


multiply at an exceedingly rapid rate. 


lent areas for mold development. 


Watch Packaging Procedure 


Careful packaging of the bulk butter with the use of 
liners that have been treated with the highly recommended 
15% salt solution, via the 30 minute boiling treatment, has 
been accepted by the industry, as well as insisted upon 
by the USDA, as the best procedure against mold devel- 
opment and growth. Salt itself has been a proven deter- 
It has been noted that salt 


butter containing at least 2% salt has a definitely higher 


rent to mold development. 


resistance against mold than lightly salted or unsalted but- 
ter. Thus the strong 15% salt solution treatment of the 
liners imparts a coating or film of minute salt flakes to 
the surfaces of the bulk butter and allows for added pro- 
tection against mold. Many plant inspections, made in an 


effort to discover the causes of mold development, have 


(Please Turn to Page 105) 
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@ ECONOMIZER Whether it’s making deliv- 
eries in congested city traffic, longer trips to 
the suburbs, or inter-city hauls on the open 
highway, this handsome new wholesale body 
will earn more profit for you. 

Schnabel refrigerated bodies of hot galvan- 
ized steel are built rugged to last years longer; 
they’re designed to carry more payload; they’re 
economical to maintain; they’re closer to the 
ground for maneuverability and safety. 


Loading and unloading is easier too, an im- 
portant factor in reducing driver fatigue. Doors 
are bigger and interior height has been in- 
creased a full four inches. Even a six-footer 
doesn’t need to stoop while at work. 

The 1956 Wholesale Milk Body by Schnabel 
is available in three capacities. Regardless of 
the size or type of your operation, you can’t 
afford to buy less than Body by Schnabel—first 
in dairy transporation. 


‘56 Wholesale Milk Body... by Schnabel 
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kaged Schnabel’s new Easi-Slide* compartment is 
excel- (ff! standard equipment on all 1956 bodies 
/ equipped with condensing unit. It takes only 
‘ a moment to remove compartment panel 
and slide unit mounted on steel channels 
use of a _—s into full view. This feature saves time and 
ended ——— money in servicing. Ammonia and “over- 
t, has \ \ the-road” systems also available. 
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Can You Deny a Promotion to a 
Senior Worker Merely Because He 
Is Less Competent Than a Junior 
Employee? 


What Happened: 


Rogers was a real up and comer. 
Though only 2 years in the job, he 
performed it very well and was as- 
sured of a promotion just “as soon as 
something opened up.” Sure enough, 
one day a vacancy developed in the 
department and in line with its policy, 
the Company posted a notice on the 
Bulletin Board. Rogers quickly put in 
a bid for the better job. But so did 
Walter Bassett, a man with five years 
seniority. After five days of delibera- 
tion, the supervisor gave the job to 
Rogers, the junior employee, on the 
grounds of competency. Bassett com- 
plained, but the Company pointed to 
its policy on promotions which read: 


“The Company shall be the judge 
of competency. However, in all cases 
of promotions, seniority shall govern 
provided that the employee in all cases 
has the competency for the job. Com- 
petency shall be construed as: 


1. The necessary mental and physi- 


56 


RIGHT 





A round-up of day-to-day in-plant problems and 
how they were handled by management men. 
Each incident is taken from a true-life grievance 
which went to arbitration. Names of some prin- 
cipals involved have been changed for obvious 


Labor Relations 


By LAWRENCE STESSIN 


cal qualifications to do the job 

satisfactorily. 

2. The necessary training and experi- 
ence to perform the essential duties 
of the job either immediately or 
after a breaking in period at the 

new job.” 


The junior man, the Company main- 
tained, was more competent, had bet- 
ter qualifications and would need no 
breaking in for the new job. Bassett 
on the other hand, though he had 
the seniority, would need quite a bit 
of training, and just wasn’t promot- 
able material. 


Was the Company: 
RIGHT | | WRONG |, | 
What Arbitrator Whitley P. Me- 
Coy Ruled: 


the evidence that Rogers, the younger 


“We are satisfied from 


man, was more competent, based on 
his experience, than the grievant. But 
the policy in the Company does not 
authorize awarding the job to the most 
competent applicant. It is quite ex- 
plicit in requiring that the job be 
awarded to the most senior applicant 
provided he is competent. Bassett’s 
competency or lack of competency 
does not depend on a comparison with 
Rogers. We are entirely satisfied from 
the evidence that Bassett met the test 
of competency as defined in the pol- 
icy, in that he had “the necessary 
training and experience to perform 
the essential duties of the job”... 
after a brief breaking in period. We 
are satisfied that the decision to pro- 
mote Rogers, considered solely from 





reasons. Readers who want the source or citation 
of any case may write to American Milk Review, 
92 Warren St., New York, N. Y. 


the standpoint of good and economic 
management was sound. But princi- 
ples of good management must yield 
to the extent made necessary by a 
policy.” 

Can You Fire an Employee for 
Leaving His Job Before the “Quit” 
Whistle? 

What Happened: 


About 11:30 in the morning, the 
Company walking 
towards the plant entrance when he 


President was 











spied Ewell Fergeson, (an employee 


he knew) walking towards his car. 
called to Ewell and 
told him to report to his foreman 
for being off the job prior to the lunch 


The President 


Ewell said he would and 
went to lunch anyway. He returned 
at 12:45, punched his time clock and 
reported to his supervisor. When the 


whistle. 


foreman checked Ewell’s time card, he 
discovered that someone had appat- 
ently punched out for the employee 
at lunch because the card showed a 
12:00 noon exit, in spite of the fact 
that he was seen outside the plant 
at 11:30. Ewell maintained ignorance 
as to who punched his time card. He 


(Please Turn to Page 125) 





American Milk Review 





nomic 
princi- 
t vield 


ee ) LIBERTY. 
Your 
BEST 

BOTTLE 


a ou | 
siking Ia oe BUY! 





Glock, 


~——— 
lover 
s Cal 
| and 
remal 


lunch 
1 and 
SOW. ONLY THE GLASS CONTAINER PERMITS 


urned = “aS - 
k and FLAME -— POLISH. PRODUCT INSPECTION AFTER SEALING 


nthe ATA YN Sr 


rd, h BOTTLES 


ippar- 


loves 

ved a 

> fact 

plant Gf 

. [ASA 
SAPULPA, OKLAHOMA 











Refrigeration, Automatic Transmission 
Feature Developments in Truck Design 


S THIS DEPARTMENT ap- 

proaches the end of an old 

year (it will be somewhat past 
the beginning of a new one by the 
time you read this) it seems like a 
good idea to review the accomplish- 
ments of the old year and see how 
well we did. This is not going to be 
a review of the horsepower race which 
seems to intrigue observers of the pas- 
senger car business nor is it going to 
be a treatise on styling and color 
which seems to be the other popular 
topic of the automotive student. 


There has been no horsepower race 
in the route truck category and heaven 
forbid that there should be one. Route 
trucks have all the horsepower they 
are capable of using economically. 
They perform so far as speed is con- 
cerned, very well. It would serve no 
useful purpose to make them acceler- 
ate faster and a top speed increase 
would be a positive handicap. Color 
can be safely left to another time be- 
cause the appearance design of a milk 
truck is a matter of product identi- 
fication and is a completely individual 
proposition. 

What, then, are the improvements 
in the route truck? This article will at- 
tempt to list the most outstanding 
ones, not necessarily in order of their 
importance. 

Tubeless Tires 

Tubeless tires made their appear- 
ance in a big way. They became 
standard equipment on most light 
trucks when the new models were 
announced this year. This acceptance 
by the manufacturers in itself is a re- 
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Photo Courtesy Boyertown Body Co. 


Principal changes in truck design are in transmission, refrigeration, materials, and tires. 

Not much change in engines. (1) There is a definite trend toward automatic transmission. 

(2) Quality control has dictated increasing emphasis on refrigeration. (3) Tubeless tires 

(4) Better metals are giving us lighter trucks. 

(5) Color remains a customer province but better paints and wider color range is leading 
toward better looking vehicles. 


are making a real place for themselves. 


It means that 
the engineering departments of the 
manufacturers had satisfied themselves 
that there was an advantage—an im- 
provement. 


assuring development. 


Otherwise they would 
never have put the tires on as stand- 
ard equipment. They would have 
issued cautious bulletins saying that if 
a fleet operator put them on he did 
so at his own risk, which is substan- 
tially what he does anyhow. 

The advantages of tubeless tires 
might be simply stated as follows: 
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SIB LEY FARNs 
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there is a reduction in weight. Anytime 
the unsprung weight of a vehicle is re- 
duced without other sacrifices, it is an 
improvement. The weight reduction is 
substantial, percentagewise. The tube- 
less tires support the vehicle at the 





bead area and are made of more plia- 
ble material. As a result they run 
cooler and this is a major advantage 
in the wear department. If you can 3 
keep a tire cool it will wear out very 

slowly. Any step towards reducing 


(Please Turn to Page 120) 
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FARM 
PICK-UP 
TRUCK 
TANKS 





reasons why... 


LOWEST CENTER OF GRAVITY 
means easier, faster handling of load. 


MANY DESIRABLE EXTRAS IN- 
CLUDED AS STANDARD EQUIP- 
MENT. WALKER Bulk Pick Up Truck 
Tanks are priced complete and include 
Cord Reel ... Back-Up Lights . .. Dome 
Light . . . Undercoating . . . All Direc- 
tional Lighting (including truck chassis) 
... Full Skirting and Mounting On Your 
Chassis. 


ROOMY TWO COMPARTMENT 
CABINET ... Imitated but not equalled. 
Easy accessibility to all parts. Complete 
visibility in cabinets at correct working 
height . . . finest workmanship. 


RUGGED AND STRONG...WALKER 
Tanks have actually been subject to 35 Ib. 
Hydrostatic Internal Pressure. Recogniz- 
ing that an extra degree of ruggedness 
must be built into farm bulk pick up tanks. 
WALKER designs and produces its own 
one piece pressed heads and employs 
heavier gauge materials. 


USER PERFORMANCE ... one out of 
every four bulk routes is served by a 
WALKER tanker. 


Write for free descriptive literature. 


STAINLESS EQUIPMENT CO., New Lisbon, Wisconsin 
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ICE MILK STATUTE 
UNCONSTITUTIONAL 


It is provided in a Pennsyl- 
vania 1949 statute that, “It shall 
be unlawful for any person to 
sell, offer for sale or expose for 
sale, or have in possession with 
intent to sell any imitation ice 
milk or ice cream substitute as 
defined in this act.” 


When an_ injunction was 
granted in an action by the state 
of Pennsylvania prohibiting the 
Sun Ray Drug Company from 
selling “A frozen milk product 
referred to in these proceedings 
as Malto-A-Plenty or Shake-O- 
Malt,” the drug company ap- 
pealed. 

Here the 
that the drug company had in 


state maintained 
its possession with intent to sell 
milk, 
made of the same ingredients as 
ice cream except that the finish- 


a product known as ice 


ed product normally contains 
3% to 54% butter fat by weight 
and does not contain any flavor- 
ing or coloring while the mini- 
mum butter fat content for ice 
cream under the statute is 10%. 


On appeal the drug company 
contended that the law was un- 
constitutional in taking away the 
property rights of a dealer in 
this product. In setting aside 
this injunction last September 
the appellate court of that state 
said, 


“To summarize, since the ice 


By ALBERT W. GRAY 


cream law does not regulate the 
sale of milk shakes or establish 
any standard for ingredients of 
a milk shake, sales of Malt-A- 
Plenty do not constitute a vio- 
lation of the statute. In the ab- 
sence of any evidence that po- 
lice power may be exercised 
only in the public interest it 
may not be used as a device to 
restrain fair competition. 


“The stifling of competition 
through the exercise of the 
State’s police power is never jus- 
tifiable except that it is done 
and actually be in the public 
interest. It can be properly ex- 
ercised only in public welfare 
and if exercised otherwise the 
exertion will be stricken down 
as a perversion of the sovereign 
power. 


Commonwealth v. Sun Ray 
Drug Co., 116 Atl. 2d 833, 
Pennsylvania, September 26, 
1955. 


LIBEL OF STATE DAIRY 
COMMISSIONER 


Publication by the North Da- 
kota Union Farmer, official or- 
gan of the Farmers Educational 
& Cooperative Union, of an 
article headed, “Inside Stuff. 
What’s the Inside of the Dairy 
Industry of North Dakota,” at- 
tacking the State Dairy Commis- 
sioner, was followed by a libel 
suit. The jury found a verdict 
against the newspaper and the 
publishers appealed. On Octo- 


ON THE LEGAL SIDE 


ber 27th that judgment was af.- 
firmed by the Supreme Court of 
the state. 


One paragraph in this article 
was, “The Dairy Commissioner 
has as one of his principal duties 
the job of enforcement. It is a 
strange sight then to see an en- 
forcement officer soliciting funds 
-it’s like a police chief soliciting 
funds for advertising in a police 
handbook 


ators. 


from tavern ope 


In commenting on this article 
the court said, “The ‘strange 
sight’ and the comparison of the 
State Dairy Commissioner as an 
enforcement officer with a ‘Po- 
lice chief soliciting funds for ad- 
vertising in a police handbook 
from tavern operators,’ would 
undoubtedly leave an impres- 
sion in the minds of readers of 
the publication that the State 
Dairy Commissioner was guilty 
of reprehensible conduct and 
would probably subject him to 
their hatred and contempt. 


“Published statements,” con- 
cluded the court, “purporting to 
be facts, citing specific instances 
of failure to official 
duties, cannot be said to be fair 


perform 


comment of a public official 
when such statements are not 
based upon factual foundations.” 


Murphy v. Farmers Educational 
& Cooperative Union, 72 N. 
W. 2d 636, North Dakota, 


October 27, 1955. 
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| reunouncing The Sharples 
Univewal Separator that alone 


i. | 


gives you All these advantages 


@ Skim so clean at temperatures as 
low as 40° F. that resulting skim 
milk powder easily complies with 
stringent Federal requirements, plus 
a comfortable margin to spare. 


@ Largest Sediment Holding Space— 
Longer Runs. 


_—_— + 


@ Highest Separating Capacity. 
@ Both Cream & Skim Milk dis- 


charged under pressure. 


@ Separates Hot or Cold with equal 
efficiency at High Capacity. 


To get the money-saving facts fill in the coupon and send today to Sharples. 





PLES 





THE SHARPLES CORPORATION 

2300 WESTMORELAND STREET + PHILADELPHIA 40, PENNSYLVANIA 

CHICAGO e NEW YORK ® CLEVELAND ®* HOUSTON *SAN FRANCISCO 
Sold and serviced by reliable dealers everywhere. 


February, 1956 
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The Sharples Corporation, Dairy Division 
2300 Westmoreland St., Phila. 40, Pa. 
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I’m interested in learning more about the 
| SHARPLES UNIVERSAL SEPARATOR: 


| Name 





| Title 
| 
| Company 
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By R. F. HOLLAND and J. C. WHITE 


Ventilating Milk Houses - Soil 
And Mineral Content of Milk 


QUESTION—Many milk houses 
in our area have been scored down 
as not properly ventilated because 
the inspector could see frost and 
condensate on the walls and ceil- 
ing. Inspectors are insisting on ves- 
tibules to prevent this condensation. 

How should we tell our farmers 
to ventilate their milk houses? 

T. T., Pennsylvania. 


ANSWER-To prevent condensa- 
tion in any structure where much 
moisture is present, it is necessary 


to move air from some drier source 
through the building. 


In your area where cows are cus- 
tomarily stabled in the cold months, 
warm saturated air coming from the 





Photographs Courtesy Creamery Package Mfg. Co 


This milkhouse, owned by Allen Hines, gets some heat from 

behind daughter, 

compressor, attached to the farm tank, which is in the foreground, 
also supplies some heat. 


the water heater which is 
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barn into a cold milk house will de 
posit its moisture on the cold surfaces. 
The vestibule will help this condition 
because it reduces the passage of air 
from the warmer barn but the vesti- 
bule is not the complete answer to 
the ventilation problem. 


For many years we recommended 
that the milk stack 
through its ceiling to remove moist 


house have a 
air. It functioned at the ceiling level 
and kept the milk house cold, which 
undesirable. There 


was better 


ways to ventilate and in general we 


are 


do not like the ceiling level opening. 

If the barn is ventilated by either 
a good gravity system or a forced air 
system, it can be arranged that some 


Carolyn. The 
colder climates i 


of the air entering the barn comes 
through the milk house. This insures 
a supply of outside cool air to keep 
the milk house dry but the structure 
is also cold. 


Ventilation engineers feel that to 
prevent condensation we must keep 
the surfaces warm. Thus in a milk 
house we need some source of heat. 
The warmer milk house (kept around 
45°F.) will make a more comfortable 
place to work and water pipes will 
not freeze. 


The milk cooler compressor pro 
vides some heat, as does the hot water 
heater. It may be necessary to install 
an electric with thermostatic 
controls to keep the temperature at 


the proper level at all times. 


heater 


Again heat alone is not enough 
since the walls and ceiling will remain 
cold unless they 


We 


are adequately in- 


sulated. feel that farmers must 


insulate both walls and ceilings of 





A fine new milk house on the farm of Paul Holt, Paducah, 
Kentucky makes use of ceiling and sidewall ventilation. In 


is rec ded 


Both Mr. Holt and 





Mr. Hines ship to Sunshine Dairy. 
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For high-quality milk — get 





the down-to-earth benefits of 








In the dairy plant and on the farm — for in-place cleaning, and 
bright, film-free surfaces — nothing equals the thorough cleaning 


and speed of CLE-CHLOR. 


Versatile! Unique Crie-Cuor is excel- 
lent on all stainless-steel or glass equip- 
ment. . . for circulation cleaning of 
pipelines, plant coolers, ice-cream freezers; 
for spray-cleaning of cold-milk holding 
tanks and milk transport tanks. 


No rinsing problems! Cvie-Cuvor is 
sudsless, nonfoaming, and completely 
soluble. You'll never have rinsing prob- 
lems in the circulation cleaning of cold- 
milk pipelines. Saves time and money; is 
ideal for producers’ pipeline milkers! 


No additives needed! You use Cie- 
CuLor by itself — without follow-up 
cleaning, too! —and eliminate the fre- 
quent use of acids. 


Even in hard water, Cie-CHLor con- 
trols milkstone; removes hard-set films 
quickly. Also, it deodorizes as it cleans 

brightens stainless steel with a 
cleaning action that’s unmatched by 
other products. 


Available now .. . from your Wyan- 
dotte jobber. He handles the complete 
line of Wyandotte dairy-cleaning prod- 
ucts. Ask for a demonstration of their 
remarkable effectiveness and low use-cost. 
For your trial order of CLe-Cuvor, call 
him today! 


Wyandotte Chemicals Corp., Wyandotte, 
Mich. Also Los Nietos, Calif. Offices in 


principal cities. 


yandotte CHEMICALS 


J.B. FORD DIVISION e SPECIALISTS IN DAIRY-CLEANING PRODUCTS 


February, 1956 




























NOTHING ELSE CUTS 
CLEANING COSTS 
LIKE THE ORIGINAL... 
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i the original Kurly Kate 
metal sponge. Seehow itquickly 
and thoroughly wipes away the 
most stubborn dirt. Remember 
it will not splinter or rust — 
never cuts hands—never in- 
jures metal or plated surfaces, 
thus adding life to equipment. 
Then you'll know why the 
original Kurly Kate tops all 
metal sponges for safety— 
efficiency, economy and speed. 
Available in Stainless Steel 
= Special Bronze 
‘ Stainless Nickel Silver 
LIN 


€ 


















Guarantee 
Atisfaction ¢ | 
9v¥aranteed. us 
Proves its worth or 
your money back. 





EQUIPMENT 
Order From Your Jobber 
or Write Direct to: 


KURLY KATE CORP. 
2215 S. Michigan Ave. 
Chicago 16, Ill. 
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Promotion 


(Church & Dwight) 
LOUISIANA YAM SUPPER SEASON - 


SPRING CLEANING - - - - = = 
(Church & Dwight) 


NATIONAL PICKLE WEEK - - - - 


FALL CLEANING - - - - = = = 
(Church & Dwight) 


NATIONAL GREEN OLIVE WEEK - - 


NATIONAL MACARONI WEEK - - - 
SAVE A WIFE WEEK - - - - = = 
(Paper Plate Association) 
HOLIDAYS ARE PICKLE DAYS - - - 





KRAUT, PORK ‘N’ APPLE DINNER SEASON 


PROMOTIONS WE ALL LOVE—TO MISS 


NATIONAL BREAK-A-COLD MONTH - - - 


NATIONAL KRAUT AND FRANKFURTER WEEK - - - - 


PICKLES, PERFECT SANDWICH MONTH PARTNERS- - - 


Dates 
- = = + January 1-31 
January 1-February 15 
February 2-11 
March 21, April and May 


- - = = May 24-jJune 2 
August 1-31 


September and October 


September 20-29 

October 15-November 30 
October 18-27 

November 15-24 


November 15-January 1 








milk houses. With good insulation the 
walls will be relatively warm and con- 
densation will not take place if some 
dry air is moving through the building. 


Any one, who is in a position to 
make recommendations to dairymen 
who intend to build or remodel milk 
houses in our northern states, should 
recommend complete insulation and 
the installation of some heating facil- 
If these are followed, sufficient 
ventilation will be obtained from leak- 
age around doors and windows with- 
out special ventilating structures. Win- 


ities. 


dows should be kept at a minimum to 
prevent serious heat loss through the 
glass. 


The Effect of Soil Composition On 
the Mineral Content of Milk 


QUESTLON—One of our directors 
asked me recently what research 
information was available on the 
quality of milk produced from dif- 
ferent types of soil. In back of his 
question was the idea that possibly 
soils with a high lime and/or other 
element content, would produce a 
milk of high mineral content pos- 
sibly, or with some other superior 
quality. | would appreciate any 
information you can give me on 
this question. 


J. S., New York. 


ANSWER-It is undoubtedly true 
to a limited extent that the quality 
of milk is affected by the constituents 
of the soil from which the feed of 
the cow is produced. the 
extent of not great 
enough to merit the investment of 
much money in it or to be useful in 


However, 


these effects is 


the promotion of the sale of a par- 
ticular type or brand of milk. Much 
research work has been done on this 
subject, and if you want them I can 
give you a large number of references, 
H. H. Sommer in his book, Market 
Milk and Related Products, has re- 
viewed a considerable amount of this 
research work and states as follows: 
“The indications are that the salt com- 
position of milk is affected by the feed 
to an extent that is significant from 
the standpoint of milk behavior.” This 
refers to the behavior of milk during 
its manufacture into condensed or 
milk or the making of 
cheese and other products. He states 
further: “From the standpoint of nutri- 
tion and the use of 


evaporated 


milk as a food, 
the mineral content of the cow’s ration 
has no effect the 
milk. With the exception of iodine, 
this also seems to hold true even for 


significant upon 


minerals which occur in milk in mere 
but which 
important in nutrition. 


nevertheless, 
With respect 
to iodine the results of different inves- 


traces, are, 


tigators are in good agreement, and 
show that the iodine content of the 
milk may be increased several fold by 
increasing the iodine content of the 
ration. This fact is of special interest 
in iodine deficient or ‘goiter’ regions. 
Iron, copper, manganese and fluorine 
are also important in nutrition, but 
attempts to increase their content in 
milk by feeding have led to negative 
results.” 


would be inter- 


ested in checking through the research 


If your Director 


data, I would be glad to give him 


the references. Personally, my opinion 
is that it is not worth considering. 


American Milk Review 
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The FIRST COST 

















can be the LEAST COST-—if it’s the LAST COST 





Write for your Copy: 


AL STAINLESS STEEL 
in the Dairy Industry 


36 pages of useful information 
on the applications and ad- 
vantages of stainless steel in 
milk and milk-product plants. 
Well illustrated—also con- 
tains a technical section of 
data on selection and fabrica- 
tion, etc. 


ADDRESS DEPT. AMR-74 


February, 1956 





The first cost of your equipment is hardly 
ever as important as other considerations 

. such as the good, money-saving 
reasons why milk and milk-product 
plants use stainless steel equipment prac- 
tically 100% these days. 

One reason: because stainless best meets 
rigid sanitary standards, in this or any 
branch of the food industry. It provides 
a bright, hard, corrosion-free surface on 
which bacteria find practically no place 
to lodge. Another reason: because stainless 





cleans more easily, quickly, and at less 
cost than any other comparable material. 
And a third big reason: because stainless 
stands up under the daily load and lasts 
so much longer that it costs far less in 
the long run. 

For true economy, buy stainless equip- 
ment—and specify time-tested AL Stain- 
less, made by the pioneer and leading 
producer of stainless steel in all forms. 
Allegheny Ludlum Steel Corporation, 
Oliver Bldg., Pittsburgh 22, Pa. 


weos775e 


Make it BETTER-and LONGER LASTING-with 





AL Stainless Steel 


Warehouse stocks carried by all Ryerson Steel plants 
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WANT TO SEE AN EDITOR TAKEN 
APART? READ— 





SAFEWAY STORES | 
TAKES EXCEPTION | 


——— es 




















' 
HERE is no single element in the fluid milk We have endeavored to report those struggles 
business that has quite the universal concern honestly and fairly. li is the opinion of Safeway 
or can stir up quite as much controversy as the Stores that our reports have placed them in an un- 
subject of markets and price. Because the subject favorable light. Although it was never our intention 
is so fundamental to the business we serve the to do so, we recognize that either by accident or 
“ . . ae ; . a P , Saco ’ i 
American Milk Review” has devoted a substantial design, it is possible for such an impression to be 
uumber of its pages to pricing and market relation- created when one is discussing controversial issues. 
ships. It was almost inevitable that i > course . 
P a ? ; ae : ‘a at in the yey We do not believe that our reports on western 
of these discussions the name Safeway Stores, Inc., 7: :; 
hould e . y Store nec markets have placed Safeway Stores in an unfavor 
should appear. : gy 
ap] able light. We also believe, however, that, if it is 
Safeway Stores, Inc., is a large organization, our responsibility to discuss market controversies in i 
active in many markets, especially in the far west. which Safeway is involved, it is also our respon- 
Safeway Stores is also a militant opponent of resale sibility to provide that firm with an opportunity for 
price regulations and a militant exponent of free and reply. Therefore, without intending to be insuffer- 
open markets. As a result the firm has been in- ably magnanimous, but only trying to be logically 
volved in a number of legal, legislative, and market consistent, we are happy to print the following com- 
battles. ment from Safeway Stores, Inc. 
\ 
“ . “oO | 
“A STABLE MARKET IN CALI-’ 2. “But it also appears to an out 3. “Safeway secured a court orde: 
FORNIA” IN THE APRIL 1955 sider that much of the force of giving it the right to study 
AMERICAN MILK REVIEW the Safeway argument is lost in the Department of Agriculture's “Nov 
the wild charges made by Safe- confidential records on the op- quar’ 
; Tree eee ; way lawyers. Judge Curtiss E. eration of individual firms dis- mont 
HIS ARTICLE, signed by Nor- Af; i ae ie ; a Ku 
i : io Peg ine Weber (this should be Judge tributing milk in California. : 
man Myrick, Editor of “American ee : " tl» . : all dairy 
hegiieiealaaes , Curtiss E. Wetter), ruling on a This, of course, raised a rea | Fille 
Milk Review,” uses incomplete om ‘ - . 
ee : demurrer, said, “Perused quiz- storm. In essence, Safeway got Kon: 
facts, unsupported opinions and illog- ; : ' ae ta? W 
3 ss zically, the complaint might be a free and intimate look at 
ical sequence to cast doubt on Safe Ys See : hei volu 
, seige &: é subject to characterization as a the business secrets of their  , 
way'’s policies. The following. state- i " now. 
: , = , combination and a mixture of competitors. then 
ments were included in the Myrick eae 
ii, legal pleading, a manager's re In order for Safeway to preserve that 
port to the stockholders, a Phil- its right to seek relief from resale | volu 
bes Safeway has resorted to ippic on the evils of bureauc- price orders of the Bureau of Milk on 
the courts. The latest move has racy, and a diatribe against the Control, it was necessary to file ap- in 
been a plea for an injunction restraints upon the modern en- peals from the orders in the Superio! ‘ fast 
that would restrain the admin- trepreneur. One trial court has —_ Court of the State of California. Safe 
istrators from enforcing the pro- dubbed a portion of a similar wav filed 8 suits of this nature in 
visions of Shasta-Tehama Order pleading as a ‘mere legal breast various counties in California. The 
we. 2D. ... beating.’ ” original suit was filed in Hanford. 
: ‘ , Fek 
66 American Milk Review 
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“We only used our Cox Filler for 
6,000 quarts a week at first... - 


says Leon Kunzer of the Kunzer-Ellinwood Dairy in Rochester, N. Y. 


“Now we’re filling 40,000 to 45,000 
quarts and about 15,000 %-pints a 
month—without a bit of trouble.” 

Kunzer-Ellinwood is a medium-sized 
dairy. They’ve been using their Cox 
Filler for over two years and, as Mr. 
Kunzer says, “without a bit of trouble.” 

When they started in paper, their 
volume was much smaller than it is 
now. The Cox Filler was _ practical 
then and it’s even more practical now 
that they’ve grown to their present 
volume. 

One man runs the Cox Filler at 
speeds of 10 to 15 quarts per minute, 
depending on the product, and even 
faster for smaller containers. Mr. 


SMITH-LEE CoO., 


SPECIALISTS 


February, 1956 





Kunzer says, “Although we’re doing a 
pretty fair-sized paper business, we 
usually run the Cox Filler at about 
10 to 12 quarts a minute. It’s a com- 
fortable speed for one-man operation. 

“Our entire day’s output is finished 
up in three to four hours and we have 
extra speed in reserve for rush jobs.” 

An automatic detector on the Cox 
Filler bypasses already filled or im- 
properly positioned containers with- 
out stopping the machine. You won't 
waste time removing an improperly 
positioned container and you won’t 
waste milk on an already filled con- 
tainer. 

The Cox Filler can take care of all 


N DAIRY 


INC., 


PACKAGING 





KUNZER-ELLINWOOD uses the Cox Filler 
as a permanent part of their filling opera- 
tion; but it can be mounted on casters to 
roll out of the way when not in use. 


“ 
~ 
~ 
~ 
~ 
~ 
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CANCO PAPER MILK CONTAINERS in the 
exclusive Smith-Lee stock design are avail- 
able in 5 attractive color combinations. 
Use them in combination with Smith-Lee 
disc inserts for economical dairy and prod- 
uct identification. 


9 


your Canco paper business, too. It’s 
easily set up to fill quarts, pints and 
half-pints—takes less than a minute 
to switch from one size to another. 

All exposed parts are noncorrosive, 
and the Cox Filler meets requirements 
of all sanitary codes. 

Optional equipment includes a dat- 
ing and coding unit that brands the 
date on the container itself, an auto- 
matic insert capper that inserts an 
identification disc in the well of the 
plug, heavy-duty casters and a con- 
venient wash rack. 

The Cox Filler is not expensive. If 
you’re “in paper,” it will save you 
money. Drop us a line to get the proof. 











| Memeer [) 
[NaTionatl 
DAIRY 
COUNCIL 
> 


ONEIDA, NW. ¥ 


67 











ADA, NDC 





WORK TOGETHER 


industry.” 


staff 


understanding, 


ON NUTRITION RESEARCH 


At a recent joint meeting, the staffs of the American 
Dairy Association and the National Dairy Council, dis 
cussed fully common objective of both organizations “to 
promote increased consumption of dairy foods and a bet. 
ter public understanding of dairy farmers and the dain 
How the two programs supplement and 
strengthen each other is illustrated by the meshed gears 
in the poster above. 

Led by Lester Will (above, left), General Manage, 
of ADA and Milton Hult (right), NDC President, ADA 
and NDC staff teams outlined the nutrition research and 
education of NDC and the advertising and merchandising 
programs of ADA. 


They pointed up for better mutual 


the complementary yet dissimilar 


nature of the two programs working together to serve the 
dairy industry and the health of the nation. Both organ- 
izations have expressed a desire for the NDC and ADA 
staffs to continue close working relationships. 





California, in July of 1953. The othe: 
11, 1954. 


The Shasta-Tehama suit was one of 


7 were filed on February 


these. 

The referred to was a 
Demurrer and Motion to Strike filed 
by the Bureau in an attempt to get 
the Safeway complaint thrown out. 
At the request of Judge Wetter, and 
as a result of the criticism cited above, 
Safeway filed an amended complaint. 
In a ruling filed on January 6, 1955, 
Judge Wetter overruled the Demurrer 
and denied the motions to strike, giv- 
the defendants, the Bureau of 
Milk Control, 20 days to answer. If 
the “American Milk Review” had men- 
tioned this fact it would have given a 


demurrer 


ing 
ing 


much fairer and more accurate picture. 


It was during the course of the 
original trial in Hanford, not during 
the Shasta-Tehama trial as implied 
that the the 
Bureau to reveal its records. But con- 
trary to the statement in the “Amer- 
ican Milk Review” they were not re- 
vealed to Safeway lawyers and Safe- 
way did not get “a free and intimate 
look at the business secrets of their 
competitors.” The books were audited 
by an outside firm of accountants. No 
Safeway people ever got a look at 
them. We are discussing the interest- 
ing facts revealed by this audit fur- 
ther on in this document. 


here, Court required 


EDITORIAL IN JUNE 1955 

AMERICAN MILK REVIEW 

In this editorial the editor makes 
the following statements about Safe- 
way and its milk policies: 
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“Safeway Stores, in its deter- 
mined drive to West 
Coast markets, become the 
Stormy Petrel of the Pacific Coast. 
In California, Oregon, Arizona, 
and Utah, Safeway is in thick of 
industry battles. . . . 


dominate 


has 


“Substance of the struggle ap- 
pears to be Safeway’s desire to 
sell milk below prevailing prices. 
In states such as California, 
where retail price control is in 
operation, Safeway has attacked 
the law in the courts and in the 
legislature. In other areas where 
there is no price control Safeway 
activity has been a major factor 
in the development of violent 
price wars. Safeway argues that 
through its system of processing 
and distribution it can sell milk 
at a profit below existing levels 
and should be allowed to do so. 
Opponents accuse the company 
of using milk as a loss leader, 
making up the deficit on other 
items.” (Underlining ours.) 


The column then quotes an ad run 
in the April 19, 1955, issue of the 
Salt Lake Desert News, headed, 
“Small Business in the Milk Price 
War” and signed by the Rowell Dairy, 
etc. The ad charged Safeway with 
loss leadering milk, starting price wars 
and trying to import outside (Col- 
orado) milk. 


The column closes with: 
“Probably most unfortunate as- 


pect of the problem is the name 
calling that befogs real issues. 


Example, “The operation of re- 


sale price control today is a 
public scandal.” “Today the Des- 
mond Act operates as a scheme 
by which monopoly-mindeed dis- 
tributors sought to get on the 
farmers bandwagon and _ elimi- 
nate competition between them- 


the milk.” 


Safeway’s activities in the milk in 


selves in resale of 
dustry are not motivated by a de 
sire to dominate any market in any 
area. Safeway’s activity has centered 
sell milk at a 
price that will return to the Company 


around its desire to 


a reasonable profit and, at the same 
This 


been its guiding principle in Cali- 


time, benefit consumers. has 
fornia, Oregon, Arizona and Utah, as 
well as in the other sections of the 
United States in which Safeway has 
retail stores. 

California is the only one of these 
states referred to in the article which 
has a milk control low. For a number 
of years there has been controversy in 
the milk industry over this law. Satfe- 
way has challenged the resale pricing 
provisions of the law —-NOT THE 
PRODUCER PRICING PROVI- 
SIONS — on the grounds that they are 
unworkable, unconstitutional and un- 
beneficial to producers and consum 
ers. Safeway has repeatedly _peti- 
tioned for lower store prices to con- 
sumers and has presented cost figures 
to support its pleas, but the Board o! 
Milk Control has seen fit in each case 
to raise instead of lower the price ol 
milk. In its current suit against the 
Board of Milk Control at Hanford. 


American Milk Review 
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s has " the report from the Lehigh Valley Cooperative Dairy of Allen- 
Cali- town, Pa. Their 28 Mojonnier Vats—some on the job for 15 years—are 
ah, as used for heating, cooling, holding and mixing a variety of quality dairy 
f the | products, with a daily production as high as 520,000 Ibs. Efficiency in 
y has design—rugged, stainless steel construction throughout —sanitary power 
units—heavy-duty agitators—are only a few reasons why Mojonnier Vats 
_ were chosen by Lehigh Valley. 
pai } Years of experience in serving leading dairy and food plants throughout 
rsy in the world is the unequalled record of these highly efficient processing 
Safe- units. When you select the Mojonnier Vat you get this extra assurance of 
ricing } experience and complete dependability. 
THE Whether your application is processing buttermilk, skim milk, cream, ice 
wily 4 cream mix, chocolate milk or condensed milk, there is a Mojonnier Vat 
: a , to meet your exact requirements. 
isum- | For complete information, write today for Bulletin 325 to: 
poe MOJONNIER BROS. CO., 4601 W. OHIO ST., CHICAGO 44, ILLINOIS 
con- 
gures 
rd of _ a Pioneers of Progress in Quality Dairy Equipment 
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that 
the Bureau, in setting prices, has not 
only NOT used the cost figures of the 
most economical distributors, but has 
even set prices higher than their own 
cost audits show that they should be. 


California, Safeway maintained 


This charge was proven when the 
court required the Bureau to open its 
books for an audit by an outside firm 
of accountants. 


In Oregon, Arizona and Utah there 
are no price control laws. There have 
been price disturbances in these areas 
in which Safeway was inevitably in- 
volved. Safeway is in the milk busi- 
ness and necessarily will be involved 
in any competitive situation of any 
consequence in areas in which it oper 
ates. BUT IN EACH ONE OF 
THESE CASES, SAFEWAY ONLY 
MET PRICE REDUCTIONS MADE 
BY COMPETITORS. IT DID NOT 
LEAD PRICES DOWN. 


In Utah in particular, Safeway was 
accused of using milk as a loss leader. 
This was not true, and to prove that 
it was not true, Safeway published 
the profits made by its Salt Lake City 
Lucerne milk plant on its processing 
operations in 1954 and the first twenty 
weeks in 1955. ($137,326 for 1954 
and $52,575.08 for the first 20 weeks 
in 1955.) 


Neither is the charge that Safeway 
caused the price war in Utah true. 
Through trade practice a le differen- 
tial between the price of milk in the 
store and the price of milk delivered 
It had be- 
come the practice for a number of 
doorstep delivery distributors to sell 


to the doorstep existed. 


milk at 2lc, the store price, upon the 
customer's request. Grocers resented 
this situation and on March 24, 1954, 
a large local supermarket chain re- 
duced their price to 18c per quart. 
Safeway met this competition and the 
price war was On. 


At no time did Safeway cut its pro 
ducer prices, nor did it import out 
of-state milk. When a group of pro- 
ducers threatened to cut off 50% of 
Safeway’s milk supply, the Company 
paid the expenses of a Salt Lake sani- 
tation officer to inspect a Denver, 
Colorado, milk plant in the event that 
the Company should be forced to go 
outside Utah for its milk. None was 
imported, however. 


In Oregon, both producer and re- 
sale pricing provisions of the milk 
control law were repealed by an over 
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whelming vote in the November 1954 
election. Safeway immediately lowered 
its milk price by 2c per quart but 
continued to pay producers the same 
price for their milk. At that time 
Safeway made a pledge to producers 
in the form of a letter to Mr. Arthur 
P. Ireland, President of the Oregon 
Milk Producers Committee that: 


“During this period of adjust- 
ment from controlled prices to 
sound competitive marketing, 
Safeway will not sell at reduced 
prices any brand of milk whose 
distributor purposely disrupts 


prices by squeezing reductions 





IN 
A ALviNe 





out of producers’ pocketbooks 
Nor will Safeway join the un- 
thinking initiate 


retailers who 


‘loss leader’ price wars.” 


This policy won many friends for 
Safeway among Oregon milk pro- 
ducers. Mr. Fred Richards, President 
of the Southern Milk Pro 
ducers’ Association expressed the feel- 
ings of many producers when he said 
in a letter to Safeway’s Portland Divi- 
sion Manager: 


Oregon 


“Our dealings with your firm 
in purchases of milk from our 
association have been most satis- 
factory. Your holding the line on 
producer prices indicates an un- 
derstanding and appreciation of 
our problems as producers. The 
policy you are now following has 
our support and is certainly sell- 
ing Safeway good will in South- 
ern Oregon.” 

The Arizona price disturbances were 
occasioned by the appearance in 
1954 of a number of milk depots and 
milk vending machines. These outlets 
began selling milk at a lower price 
than it was being sold for in stores. 





Merchants, including Safeway, met 
this competition. 

In many instances in Arizona. 
bottlers passed the costs of this com: 
petition back to producers by re. 
ducing the price paid at the farm 
for milk. Safeway did not reduce the 
price it paid its producers nor the 
bonus it pays for quality. These price 
reductions to producers resulted in g 
great deal of distress and unrest jy 
the farm areas. Some of the larger 
bottlers saw this as an opportunity 
for complete “cow to consumer” milk 
control and introduced such a bill in 
the Arizona legislature. When this 
failed, producers got together and 
Federal Milk Marketing 
Order. To help producers, Safeway 
temporarily set aside its established 


sought a 


milk policies of meeting all milk prices 
and returned the price of their 
Lucerne milk to its original price. 
Safeway does not deal in unsub- 
stantiated charges or name calling, 
Safeway is prepared to back up its 
charges of gross maladministration of 
the California Milk Control Law. In 
fact, it has detail these 
errors in administration in the suit 
in Hanford. They are a public record. 


recited in 


It is Safeway’s opinion that the opera- 
tion of resale price control in Cali- 
fornia is a public scandal. The case 
in Florida is that 
You will remem 


evidence this is 
true in other areas. 
ber that in Florida, evidence of cor 
ruption led the Governor of the State 
to recommend that the Milk Commis- 
sion declare a moratorium on resale 
milk price fixing in that State. His 
recommendaton was carried out last 
September. 

The record shows that Safeway has 
been the victim of more than its share 
of untrue charges, such as those re- 
peated in these articles. 

“LEGISLATURE REBUFFS 
SAFEWAY’S ATTACK AGAINST 
MILK PRICE LAW” BY NEALE 
LESLIE IN THE SEPTEMBER 


1955 ISSUE OF “AMERICAN 
MILK REVIEW” 
This article contained the state 


ment that: 
“The only disharmony in the 
industry was caused by Safeway’'s 
and_ television pro 
defeating the 


newspaper 
gram aimed at 
amendment.” 
The title of this article is in itself 
misleading. The recent legislative 
(Please Turn to Page 122) 
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Signposts to Profits 


As we were looking over issues of the American Milk Review of the 


past few years, it occurred to us that the advertisements as well as the articles 


told, and are telling, the story of dynamic change in the milk business. Changing 


concepts of transportation, processing, quality control, distribution, advertising, 


merchandising and any other phase of industry activity you can think of are 


reflected in the ads of the people who service and supply the dairy industry 


as they appear from month to month. 


They are signposts to improved prod- 


ucts and practices in a constantly evolving industry. The alert dealer knows 


how to read those signs and make the most of them. 
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Advertising Promotion Services and Materials 
American Dairy Association 
H. C. Christians Co. 
G. P. Gundlach & Co. 
Luther A. Kohr Dairy Enterprises 
Monsanto Chemical Co. 


Agitators 
Girton Manufacturing Co. 


Babcock Testers 
The Garver Manufacturing Co. 
The Jalco Motor Co. 


Bottle Closures and Equipment 
Anderson Bros. Manufacturing Co. 
Basca Manufacturing Co. 

Crown Cork & Seal Co., Inc. 
Sealright Co., Inc. 


Bottle and Container Handles 
Campbell Box and Tag Co. 
Haynes Manufacturing Co. 
Mayfair Products 


Brushes 
Braun Brush Co. 
Ox Fibre Brush Co., Inc. 
Sparta Brush Co., Inc. 


Butter 
H. C. Christians Co. 


Butter Printing and Packaging Machinery 
Anderson Bros. Manufacturing Co. 
C. Doering & Son, Inc. 
Lynch Corp. (Package Machine Division) 


Cabinets and Coolers 
Quirk Manufacturing Company 
Star Pump and Cooler Corp. 


Cans, Milk 
Penn-Michigan Corp. 
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Cases for Bottles and Containers 
C. E. Erickson Co., Inc. 
Langer Manufacturing Co. 
United Steel and Wire Co. 
John Wood Co., Superior Metalware Division 
Carry Baskets 
The Haynes Manufacturing Co. 
Triple Carrier, Inc. 
Chocolate 
Bowey’s, Inc. 
Benjamin P. Forbes Co., Inc. 
Cleaning and Sanitizing Materials 
Diamond Alkali Co. 
The Diversey Co. 
Klenzade Products, Inc. 
Olin-Mathieson Chemical Corp. 
Solvay Process Division (Allied Chemical 
and Dye Corp.) 
Wyandotte Chemicals Corp. 
Coagulator, Cottage Cheese 
Chr. Hansen’s Laboratories, Inc. 
Cold Storage, Portable 
International Cold Storage 
Containers, Cottage Cheese 
Monsanto Chemical Company 


Cottage Cheese Filler 
Triangle Packaging Machinery Co. 


Cottage Cheese Vat and Equipment 
Chester-Jensen Co. 
Kusel Dairy Equipment Co. 


Cultures 
Chr. Hansen’s Laboratories, Inc. 


Culture Cabinets 
Chester-Jensen Company 


Doorstep Cabinets 
Muckle Manufacturing Co. 
Shirley Manufacturing Co. 
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Dry Milk Machines 


Blaw-Knox Co. (Dairy Equipment Division) 81 


Overton Machine Co. 


Fillers 


Anderson Bros. Manufacturing Company 


Automatic Packaging Equipment, Inc. 
Federal Manufacturing Co. 

Ft. Wayne Dairy Equipment Co. 
Smith-Lee Company, Inc. 


Filters 
Reeve & Mitchell 
Manufacturing Co.) 


Gaskets and Seals 
The Haynes Manufacturing Co. 
E-Mac Dairy Brush Co. 


Glass Bottles 
Liberty Glass Co. 
Owens Illinois Glass Co. 
A. H. Pugh Printing Co. 
Richer-Pour Bottle Co., Inc. 
Thatcher Glass Manufacturing Co., Inc. 


Heaters and Ventilators 
The King Co. of Owatonna 


Homogenizers 
Cherry-Burrell Corp. 
Creamery Package Manufacturing Co. 


Manton-Gaulin Manufacturing Co., Inc. 


Jobbers, Dairy Equipment 
Dairy Suppliers Foundation, Inc. 


Lubricants 
Famous Lubricants 
Haynes Manufacturing Co. 
Materials Handling 
Creamery Package Manufacturing Co. 
Haynes Manufacturing Co. 
Nutting Truck & Caster Co. 


Measuring Devices, Bulk Tanks 
Shanner Equipment Co. 
Milk Venders 
Shanner Equipment Co. 
Paint 
Tropical Paint and Oil Co. 
Paper Containers 
American Can Co. 
Ex-Cell-O Corp. (Pure-Pak Division) 
A. H. Pugh Printing Co. 
Pasteurizers 
Creamery Package Manufacturing Co. 


Plastic Coating for Containers 


127 


87 
20 
124 
112 
67 


(Division Schwartz Bros. 


122 


25, 111 


123 


57 
14, 15 
77 
99 
79 


118 


132 
46, 47 


129 


106 
25, 111 


132 
25 
120 


92 


VS 


109 


26, 27 
4, 5 
77 


132 


Semet Solvay Petrochemical Division (Allied 


Chemical & Dye Corp.) 


Publications 
A. H. Pugh Printing Co. 
Pumps 
G. and H. Products Corp. 
Ingersoll Rand Co. 
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Purgers 
Armstrong Machine Works 


Refrigeration Equipment 
Armstrong Machine Works 
Jamison Cold Storage Door Co. 
King Zeero Co. 
Niagara Blower Co. 


Rust Preventatives 
J. W. Mortell Co. 


Scales 
Toledo Scale Co. 


Separators and Clarifiers 
The De Laval Separator Co. 
The Sharples Corp. 


Sponges, Metal 
Kurly Kate Corp. 


Stainless Steel 
Allegheny Ludlum Steel Corp. 
United States Steel Corp. 


Stitching Wire for Containers 
Mid-States Steel and Wire Co. 


Storage Tanks 
Alloy Products Corp. 
Mojonnier Bros. Co. 
The Pfaudler Co. 


Trucks and Truck Bodies 
Batavia Body Co. 
Boyertown Auto Body Works, Inc. 
Hackney Bros. Body Co. 
Murphy Body Works, Inc. 
The Schnabel Co. 


Truck Refrigeration and Refrigerators 
Dole Refrigerating Co. 
John R. Hollingsworth Corp. 
Quirk Manufacturing Co. 


Tranter Manufacturing Company, Inc. 


(Kold-Hold Division) 
U. S. Thermo Control Co. 


Truck Tanks 


Portersville Stainless Equipment Corp. 


The Schlueter Co. 


Vats, Processing 
Mojonnier Bros. Co. 
Walker Stainless Equipment Co. 


Vending Machines 
Shanner Equipment Co. 


Ventilating Equipment 

The King Company of Owatonna 
Vitamins 

General Mills, Inc. 
Washing Equipment 

Kendall-Lamar Corp. 


Wax 
Penola Oil Co. 
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Semet Solvay Petrochemical Division (Allied 
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Wrappers 
KVP Co. 
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Fiend 

“Mr. Milkman: 

Door is unlocked. Please put milk and 

daughter inside door. Thanks. 

Mrs. Jones!” 

The judges were unanimous in their 

choice of the First Prize winner and 

the Second Prize winner in the Decem- 
ber “You Write the Gag Contest.” 


Ed. Jolliff of Ideal Dairy, Wooster, 
Ohio, came through with the top gag 
line of the many submitted. He wrote, 
“Mr. Milkman: 


Door is unlocked. Please put milk 
and daughter inside door. Thanks. 


Mrs. Jones.” 


Second Prize goes to George F. 
Day, Heart of Iowa Dairy, Marshall- 
town, Iowa. His line: 


“Says on this note to leave two ex- 
tra quarts of milk and send that char- 
acter on the porch home.” 


HONORABLE MENTION: 

Valiant efforts were made by the 
following, and indeed, they evoked a 
number of chuckles in the judges’ 
chambers. See how they suit you. 


“He looks like a competitor to me.” 
O. J. Salisbury 
Swift & Co. 
Cadillac, Michigan 
“I can change delivery days to Tues- 
days, Thursdays, and Saturdays if 
you'd rather.” 
J. M. Luckie 
Foremost Dairies, Inc. 
Jacksonville, Fla. 


“I'm new on this route. Do I collect 


now or later?” 
Wm. F. Whalen 
Litchfield Farms, Inc. 
Waterbury, Conn. 
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Write a humorous line — you may win five dollors. 


for striking at the funny bone. Can you think of the funniest line to go 
with this cartoon? If, in the opinion of the judges, yours is the most 
humorous, the five dollar first prize awaits you. 


: fi: A USUAL SITUATION fraught with many unusual possibilities 


More and more people each month are participating in “You Write the 
Gag.” Their contributions, coming from all parts of the country, indicate that 
American humor is not the special province of the professional comic line 
writers or comedians. Outstanding among the many pleasant chores we per- 
form around these editorial offices each month is the reading of the entries for 
the cartoon contest. Among the most difficult is picking a winner; they are, in 
the main so good. 





WRITE THE GAG—THE RULES 


1. The American Milk Review will award $5.00 to the person 
submitting the best caption for this month’s “Write the Gag” cartoon. 
A prize of $3.00 will be awarded for the second best caption. 

2. The editors of the American Milk Review will be the judges 
and their decision will be final. In case of ties, duplicate prizes will 
be awarded. 


3. Write captions—as many as you wish to send in—on a 
postcard and mail it to “Write the Gag” editor American Milk Review, 
92 Warren Street, New York, N. Y. 

4. Be sure to write your own name and address as well as the 
name of your company on each postcard. 


5. All entries for this month’s contest must be received by 
March 10, 1956. 
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Products as popular 
as these deserve (and get!) 
fast, accurate Lynch packaging 
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Many of the most popular, fast-selling lines such as the four illustrated 
above are packaged automatically on the Lynch Model T & K. Profit from 
T & K packaging — with greater production speed and accurately controlled 
weights. Write, wire or phone for complete information ! 
? 
ANDERSON, INDIANA 
Branches—New York ® Toledo ® Chicago ® San Francisco 
Los Angeles ® Atlanta ® Dallas *® Toronto 
Export Dept.: Anderson, Indiana 
— PACKAGING MACHINES 
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Dairy Gets Speed and Economy 


Home Grown Icing Mechanism 


MACHINE THAT 

and money, increases quality 

protection and decreases the 
possibility of backs and 
crushed toes has been functioning at 
Johanna Farms, Flemington, New 
Jersey, since 1953. 


saves time 


strained 


The machine is a flake ice-maker 
and blower designed to ice a 28-foot 
trailer load of milk in minutes. 
It was born of the pressing realiza- 
tion by Johanna management that 
costs of icing the 40,000 quarts of 
milk processed every day were un- 
necessarily high. 


ten 





By HERBERT SAAL 
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a 
BLOWER TO TRAILER TRUCK 


‘\ 
CONVEYOR TO BLOWER 


The drawing shows the simplicity of design of the icing machine at Johanna Farms. Hav- 
ing few moving parts, the machine is less likely to be out of operation to make repairs. 
At left is a front view ofthe icing device. 


Johanna came up with the device 
now in use, in cooperation with Ger- 
ald Lees, a Chicago refrigeration engi- 
neer, and the Heerema Company of 
Paterson, New Jersey, a dairy supply 
outfit. 

It’s an automatic mechanism specif- 
ically developed to do a specific job — 
to spray a 28-foot trailer load of milk 
with a six-inch cover of flake ice. Kurt 
Goldman, operator of Johanna Farms, 
puts his satisfaction with the icer in 
this way, “It does the job we intended 
it to do. All the driver does now is 
back his truck up to the chute, open 


LICK THE 2 AND 4 


the door and start the blower. In ten 
minutes the job is finished and the 
truck is on_ its The 
using plenty of ice now because there's 
so little strain it—a ton 
and a half of ice per truck, to be exact. 


way. men are 


attached to 


“We like flake ice because it’s dryer 
and colder and doesn’t tend to stick 
together. This is very important to 
12 tons of 
ice a day and we don’t want to waste 
time chopping ice that sticks together 
in one big mass. 


us because we use about 


“On the few occasions the ice jams 
up in the chute, the man _ loading 


QUART PROBLEM WITH CAMPBELL 
MULTIPLE (.)} QUART () HANDLES 


A 


fa 


SALLY CANCO 
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Milk Cartons with Campbell Multiple 
Quart Handles end breakage and De- 
posits. Easier to carry...easier to pour. 
Stores that have used old-style gallon 
packages have greatly increased their 


Phone ATlantic 9-5576 


sales (business was actually doubled in 
one case). Campbell Multiple Quart Han- 
dies come in Pyramid or Canco style. No 
special machinery required. Write for 
samples and prices. Address Dept. AM-2 


CAMPBELL BOX & TAG COMPANY 


Corner Main and Sample Sts., South Bend 23, Indiana 





MARY PURE-PAK 
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Review 


A VOLUME OF 

ESSENTIAL PACKAGING INFORMATION 
e Packaging and storage costs of fluid milk 

e Delivery costs for retail operation 

e Analysis of all packaging information 

e Time distribution of plant men to activities 

e Proper allocation of certain plant costs to products 

@ Route drivers and expense—wholesale and retail 


e Time-study breakdown—filling, capping, change-over, 
start-up, etc. 


@ Consumer attitudes—glass versus paper containers 


WHAT IT MEANS TO YOU 


If you have any interest in retail milk distribution, you owe it 
to yourself to carefully study these illuminating facts which 
have been gathered carefully and objectively, and evaluated 
from many points of view including that of the dairy industry. 
Here you will have a guide to help you nail down your own 
cost and marketing factors. 
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Milk Packaging for 
Retail Distribution 


Edited by Dr. Clyde W. Park 
CONTRIBUTORS: 


Ernst & Ernst, nationally recognized cost accountants 
Charles Roberts Associates, marketing research 


COMMENTATORS: 


Dr. Ira Gould, Chairman of Department of Dairy Technology, 
Ohio State University 

Dr. Elmer F. Baumer, Professor of Agricultural Economics, Ohio 
State University 


Now for the first time, a scientifically thorough investigation on the 
packaging of fluid milk for retail delivery provides a fact book 
that you can apply to your own dairy operation. 

Here’s a complete picture of a typical dairy’s experience in 
packaging milk and distributing it to a representative community. 
For milk producers, dairy operators and the general public, the 
detailed, side-by-side comparison between an all-glass and an all-paper 
operation explains many of the factors that enter into the costs of 
processing and distributing fluid milk in retail. 

In observing the experiment and insuring that all factors were 
weighed in their proper relationship, Dr. Ira Gould, Chairman of 
the Ohio State University’s Department of Dairy Technology and 
Dr. 
Ohio State University, have helped to clear up widespread mis- 
understanding in the dairy industry on milk packaging and distri- 
bution methods. 


Elmer F. Baumer, Professor of Agricultural Economics at 


The consumer attitude study, conducted by the research firm of 
Charles Roberts Associates, sheds new light on the importance of 
consumer opinion in the use of different packaging materials. 

Long a baffling problem on how to identify and allocate cost 
factors for each of the two packaging methods, the nationally rec- 
ognized cost accounting firm of Ernst & Ernst has provided an 
accurate picture of cost factors, some of which can be projected to 
your own retail milk operation. 


crn nanan nnn nnn nnn ess on | 
: A. H. Pugh Printing Company, Dept. CE ; 
| 400 Pike Street, Cincinnati 2, Ohio 
| Please send postpaid a copy of Milk Packaging for Retail Distribution. | 
| Enclosed is check for $5.00 Please send C.O.D. | 
| | 
NAME = 
ADDRESS 
| 
| | 
| CITY ZONE | 
| | 
STATE 
| | 
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reaches inside the chute, grabs a chain 
that hangs from the top of the chute 
near the ice-maker and jerks. The 
ice begins to move freely immediately. 

“It costs us ten cents a hundred 
pounds of ice as against 30 cents the 
way we used to do it.” 

Because it is highly specialized, the 
machine is not practical for the load- 
ing of retail trucks. The 15-horse- 
powered blower would pile the ice 
up in the driver’s seat and might even 
blow out the windshield. This presents 
no problem at Johanna because no 
retail trucks are loaded at the Flem- 
ington location. 

One of the parts of the icer is a 
chute made of copper bearing steel, 
six feet square and 30 feet long. The 
outside surfaces of the chute are in- 
sulated with six inches of cork and 
sheltered against the weather with a 
coating with a tar base. The chute is 
set at a 45-degree angle to the ground. 
It has a sliding door at the bottom 
end, operated by a hand winch. The 
top end supports an ice-flake maker, 
enclosed by insulated housing. An 
ammonia line and a water line lead to 
the ice-maker. The whole is held up 
by a concrete pier at the lower end 


You can now order Superior Bottom 
or Top-Stacking Wire Crates made 
with new heavy duty metal corners. 


These new corners are formed to 
fit the top frame wire, offering 


complete protection for paper cartons 
when they are inserted in the case. 


Design of the corner makes stacking 


with wire or wood crates easy. 


and a concrete pier and steel pillar 
about three-quarters of the way 
toward the upper end. 


The ice-maker makes the ice. The 
ice slides down the chute. The chute 
door opens. The ice drops into a con- 
veyor, a converted corn hopper, which 
carries it to the blower. The blower 
blows the ice into the truck. The 
trailer is insulated with six inches at 
the roof and 4 inches at the sides. 
This, plus the 6 inches of ice, keeps 
the product at serving temperature for 
12 hours, according to Mr. Goldman. 


NEW PEAKS FOR GLASS CON- 

TAINER SHIPMENTS PREDICTED 

An all-time high in glass container 
shipments for 1955, topped by a 5% 
gain in the first nine months of 1956, 
was predicted here by C. C. Merri- 
field, vice-president of The Econome- 
tric Institute, Inc., an independent 
economic consulting organization. 


Addressing some 150 members of 
the Glass Container Manufacturers 
Institute, Mr. Merrifield estimated 
total glass container shipments for 
1955 at 134,000,000 gross. This 
amounts to 19,296,000,000 units or 


114 per capita. It is an increase of | 
7% over 1954 shipments of 124,693 
000 gross, and an increase of 5% oye, 
the previous all-time high of 127,516. 
000 gross scored in 1953. 


“Population has increased slightly } 
less than 2% this year,” Mr. Mer. | 
field said, “while total consumer pu. 
chasing power has increased about 6% 





Glass containers have thus shown q 
substantial per capita gain, and slight. 
ly improved their position relative to 


the purchasing power of consumers,” 























Yes, You Have an Excellent Sales’ Record 
for July—but this Happens to Be January. 


NEW RIGID METAL CORNERS 
Stack with Wood or Wire Crates 


Names can be permanently embossed 
on the corner plate to reduce theft 
losses. Available with straight wire 

or formed handholds. 


Write today for details to: 





Joun Woop ComPANY 


Superior Metalware Division 
509 Front Ave. 









SUPERIO 


St. Paul 3, Minn. 





Built for longest pos- 
sible service. Strong, 
heavy duty steel 
wires firmly welded 
to make rigidly 
braced light weight 
construction. Long- 
lasting, smooth, 
bright zinc plating 
resists corrosion from 
cleaning compounds. 





WIRE CRATES for paper and glass 
bottles * MILK CANS * CREAM CANS * 
HOODED AND OPEN PAILS © STRAINERS 
Metalware For The Dairy Industry 
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s’ Record James Bell, vice president and manager, Blue Boy 
January. Dairy, and Fred Schroeder approve new design 
on Thatcher Bottle. 
says . | | p Ld B/ Plant Superintendent, 
0 i N.Y. 
AL Blue Boy Dairy, Rochester, N 

"I've been doing business with Thatcher for thirty-nine years 

... the last ten years here at Blue Boy," says Mr. Schroeder, 

plant superintendent for Rochester's largest independent 

milk processor. ‘And I've found Thatcher and its representa- 

tives cooperative at all times. 

"Thatcher has often rendered special MAKING AMERICA'S MILK BOTTLES has 
ih services to solve design, shipping and been Thatcher's business since 1884... 
ong, selling problems . . . services that go far the year Dr. Hervey D. Thatcher invented 
teel beyond those we ordinarily expect. They the glass milk bottle. Today's Thatcher 
ded always meet delivery dates too, an ad- Bottles are lightweight, high-trippage 
— vantage we value since it enables us to containers, backed by bottlemaking ex- 
ag order bottles only when needed, thus perience second to none. Insist on 
th, minimizing our storage problems. More- Thatcher Glass Milk Bottles from your 
‘ing over, they've provided excellent design dairy supplier. 
ne service, working closely with our adver- 
tising department. This Kind ofservice has Or call the Thatcher sales office near you 


sold us on Thatcher." 


It's good business to do business with... 


; Mb. 


® 


MANUFACTURING COMPANY, INC. 


Review 


February, 1956 


for prompt service. 





Factories: 


Elmira, N.Y., Jeannette, Pa., Streator, Ill., Lawrenceburg, Ind., 
Saugus, Calif. 


Sales Offices: 


Boston, New York, Philadelphia, Rochester, N.Y., Columbus, 
Detroit, Chicago, Louisville, St. Louis, Los Angeles, San Francisco 
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How to Get the Most Attention and Readership 
Out of Your Newspaper Advertising 


HY DOES one newspaper ad 

on milk get eleven times more 

readership than another ad of 
the same size on the same subject? 
Readership of a Land O'Lakes ad on 
butter was 31 times greater than an- 
other Land O'Lakes ad on butter of 
exactly the same size and cost. Why? 
Why will ads using exactly the same 
technique and exactly the same 
amount of space vary a hundred per 
cent in readership attraction? 

The answers to these questions that 
kept sales manager 
awake on many a night are contained 
in three superb booklets put out by 
the Bureau of Advertising of the Amer- 
ican Newspaper Publishers Associa- 
Part of a continuing study of 
newspaper reading conducted entirely 


have many a 


tion. 


under advertiser-agency control al- 
though financed largely by news- 


papers, the booklets are far and away 
the best sources of practical informa- 
tion on the subject that we have ever 
seen. 


The three booklets deal specifically 
with food advertising including fluid 
milk and dairy products. Indeed some 
of the examples of good and bad ad- 
vertising deal with dairy products. On 
the assumption that women buy most 
of the food, the study analyzes 
women’s readership and points out the 
techniques that have been most suc- 
cessful in attracting this readership. 

Neither space, size, type of prod- 
uct, nor page location are particularly 


important according to the study. 





Close-ups of appetizing dishes such as this one get top readership from women. Picture 
should be dominant feature at top of ad. Take a look at the techniques used by food 
page editors. Tests show that they get more feminine readership than the front page. 


Wide variations in readership were 
found among ads of the same size on 
Indeed the best 
read humor panel ad ever checked in 


the same subject. 


course of the study was smaller than 
most of the competing ads. 


The reason for the remarkable read- 
ership success of some ads and the 
mediocre or poor performance of 
others was the technique and _ skill 
The ads with 
employed 
editorial techniques, as opposed to 


used in their creation. 
top readership proven 
conventional advertising techniques. 
Some of those techniques are; the 
use of photographs of prepared dishes 
in a dominating position, the use of 


humor panels, the use of news pic- 
tures, and the use of character panels. 
Yet even this is not enough. Each of 
the techniques must be used with the 
editorial lessons in mind. 


They should be a must for every 
sales and advertising manager in the 
You can secure a set 
free of charge by writing to BUREAU 
OF ADVERTISING, AMERICAN 
NEWSPAPER PUBLISHERS ASSO- 
CIATION, Lexington Avenue, New 
York, N. Y. Ask for More Power In 
Newspaper Ads, Parts 1 and 2, and 
Reader Interest In Food News. These 
are really worth the trouble of writing 


milk business. 


and the expense of a three cent stamp. 


























80 


Sell TWO quarts instead of one with attractive, sturdy, plastic 
TWO.-TOTERS, available in four smart colors. 
EASY to use. . 
cartons. 
STURDY . . . Two-Toters will not pull off! 
REMOVE EASILY . . . just spread cartons at bottom! 
REUSABLE . . . customers return them! 
TWO.TOTERS are inexpensive and cost is quickly offset by 
additional sales. For free sample and price list write to: 


MAYFAIR PRODUCTS 


Post Office Box 87 










. they quickly snap on Pure Pak or Canco 





Torrance, California 
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D | VARIETY OF SPECIALIZED EQUIPMENT FOR THE 
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ALL OF THESE ITEMS AND MANY OTHERS NECESSARY FOR A 
\ MODERN MILK EVAPORATING AND DRYING PLANT ARE BUILT AND 


HOTWELLS, SURGE TANKS, HOLDING TANKS 
PULVERIZER, FLAKERS 

KNIFE SHARPENER, DRUM DRYERS 

ELEVATOR FLAKER ASSEMBLY 

CONVEYORS, RIBBON TYPE & PNEUMATIC 

MILK HEATERS, HI-CONCENTRATE, STEAM, VAPOR 
AIR OPERATED DOUBLE TRAP VALVE 


FACTORY SERVICED FROM OUR CENTRALLY LOCATED PLANT IN 

MORA, MINNESOTA. COMPLETE PARTS STOCK MAINTAINED—FIELD 

SERVICE CREWS DISPATCHED PROMPTLY TO OUR INSTALLATIONS MILK HI-CONCENTRATORS 
AUTOMATIC MULTIPLE BAGGER 


ANYWHERE IN THE COUNTRY. WRITE FOR FREE DESCRIPTIVE 9 AUTOMATIC MATPLE BAGG 


BULLETINS. 11 DELUXE PUSH BUTTON CONTROL PANEL 
) 12 MILK EVAPORATORS 
13 SPRAY DRYERS 
' 14 INSTANTIZER 


DAIRY EQUIPMENT DIVISION 
MORA, MINNESOTA 
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THE DYNAMICS OF PROMOTING 
AGAINST THE SALES CURVE 


By ROBERT CLEMENS 


Sales Manager, Long Meadow Farms 


Dynamics, that’s a 
two bit word for get- 
ting the lead out of 
the sales force. Of 
course, if you 


feet 


care 
to look it up in 
the dictionary, it will 
be described as “the 
action of forces in producing or chang- 
ing motion.” Whatever you call it, it 


seems to work for 


Long Meadow 
Farms in Durham, North Carolina. 


Before instituting the plan of pro- 
moting against the sales curve, the 
Long Meadow sales chart looked very 
typical for the industry. Sales boomed 
with the start of school, hitting the 
peak in October, and then drifting 


slowly downward the rest of the year. 


In planning sessions, the super- 
visory reminded of the 


story of the father who developed the 


group were 
most successful hot dog stand in his 
part of the country; he made enough 
money to send his son to college; the 
son came home and said “Pop, busi- 
ness is bad.” Gradually the old man 
began to think his son was right . 

eventually he went broke. He lost 
confidence and eventually he lost all. 
The supervisory sales staff agreed that 
perhaps the only business 
drifted downward from an Octobe: 
peak was that it was expected to. 


reason 


They didn’t believe that there was 
a magic formula that would bring the 
sales curve and production curve into 
exact alignment, but they did believe 
that they could go a long way toward 
reaching that goal. 
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Starting with the premise that if 


people will consume milk in greater 
quantities in the colder months, they 
should have the capacity for doing it 
the year around. First one cold, hard 
fact had to be recognized. The mar- 
ket was limited. Not the market as 
measured by how many families there 
were to serve or how many super- 
markets there were, but the real mar- 
ket which is one human stomach. 


Stomach Capacity Limited 
The human stomach can hold only 
so much at one time, and if a com- 
petitor has filled the stomach up to- 
day, there isn’t any room for our prod- 
uct, no matter how good it may taste, 
or how nutritious it may be. 


In the competition for a place in 
the market, the stomach was not just 
the dairy across town, it was that red 
headed guy who is always telling you 
how good tea is, it was the gal extoll- 
ing the merits of a calorie-loaded 
cake, and the cutie who was pro- 
moting the modern way to get cavities 
in your teeth by drinking her brand 
of carbonated sugar water. 

It was thought that everyone who 
had a sales plan to get his product 
into that stomach was a competitor. 
One of the reasons sales weren't as 
good all year around was that by habit 
or by promotion a competitor was 
getting his product into the market 
ahead of us . . . and the market is 
On the surface of things. it 
looked as though that left us out in 
the heat with a batch of souring milk 
on our hands. 


The 


limited. 


American Dairy Association, 


with its industry-wide promotion, was 
helping a lot in selling and re-selling 
the merits and enjoyment of dairy 
products. They had softened up the 
market .... it was an individual prob- 
lem to find some way for actually 
getting Long Meadow products into 
that person’s hand. 

In trying to reason out ways of 
doing it, the same old questions were 
asked, “How does a local dairy moti- 
vate more people to buy its product?” 
“Do we advertise from the housetops 
milk is 
finer; do we cut the price; do we 
throw everything into sales training?” 


that our purer, richer and 


Pretty weighty problems. 
High Priced Impulse Buying 
To find 


chandising problems of other indus- 
tries were examined. 


some answers, the mer- 
A couple very 
shocking conclusions stood out. In a 
report entitled “A Study of Purchase 
Decisions” by the University of Mich- 
igan Survey Research Center, appli- 
ance sales in a price bracket averaging 
$300 were analyzed. The report says 
“almost all people proceed in a care- 
less way in purchasing large house- 
hold goods,” and “about one-fourth 
of the purchases were found to lack 
practically all careful 
deliberation.” 


features of 


In a similar study of sports shirts 
retailing at $4.95, the purchase deci- 
sion was classified as an impulse sale. 

If people think carelessly when they 
are spending $300 and if five dollar 
bills are shot on impulse items, it is 
wondered just how much mental effort 
Mrs. Housewife put out when she 
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Sound Research Indicates the Nature of the Program 










































































This chart shows how the six week promotion periods used at 
Long Meadow Farms were spaced. Black lines indicate sales in 
terms of gallons. The pattern of push and consolidate, push and 
consolidate is heavily supported by careful merchandising with 


spent a quarter for a package of cot- 
tage cheese or a quart of milk. 

A sample survey of 200 housewives, 
that of 
the milk in the community was pur- 


led to the conclusion much 
chased because of the establishment 
of the brand name over a period of 
years and the development by the 
customer of an emotional attachment 
It 


even 


for a particular route salesman. 
furthe: that 
among retail customers who “liked” 


Was determined 
their routemen, it was extremely dif- 
ficult for the salesman to “come to 
grips” with the customer to sell the 
merits of a particular product that 
was being promoted. 

This led to the to 
“motivation tools” that would give the 
salesman an excuse to make calls, and 


decision use 


in turn motivate the customer to buy 
a product that she did not regularly 
purchase. Self-liquidating premiums 
were given the nod as the motivation 
tool for most promotions. 


Further experience in the market 


February, 1956 

























































































































































and the best 


showed that it took a promotion about 
six weeks to hit its peak. After this 
peak, the sales momentum was carried 
on without aid of any further promo- 
tion or advertising. Any promotion 
time or advertising money spent be- 
vond this point seemed to be wasteful. 


Push and Consolidate 

This led to a pattern of staging a 
major promotion of six weeks’ dura- 
tion, kicked off at a time when the 
sales curve showed signs of weaken- 
ing. Six weeks of intensive promotion 
and advertising were launched. In- 
centives were established for the sales 
foree which were calculated to keep 
the salesmen state of 
excitement over the program. At the 
end of six weeks, the promotion was 
cut off, and immediately the incen- 
tives were paid with as much fan-fare 


in a constant 


as possible. This was followed by a 
second period of six weeks devoted 
primarily to consolidating the sales 
gains made by the promotional drive 
just finished. 


emphasis placed on self liquidating premiums. 
of all, however, is the fact that the program was created only 
after sound research had indicated the nature of the problem 
tools 


Most important 


to use to bring about a_ solution. 


However, to keep the sales organ- 
ization from slipping into a_ period 
of doldrums, a minor promotion was 
usually set up during the six weeks’ 
consolidation period with incentives 
representing a change of pace from 
the program. Last 
during the last week of one of these 


previous spring 
minor promotions on Golden Guern- 
sey, the sales increase hit 40% over 
the same period in 1954. Six months 


later the net established gain was 23%. 


The pattern of push and consoli- 
date . . . . push and consolidate led 
to the establishment of a pattern of 
four major promotions and four minor 
promotions for the year. They are 
equally spaced and the major promo- 
tions are scheduled at a time when 
the enthusiasm of the sales force is 
at a seasonal low. 

When they are going down hill, 
that’s the best place to get a running 
start to make climbing the next one 
easy. It’s dynamic, it’s fun, and it 


helps sell milk. 
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Other Industries’ Special Drives 
Offer Alert Dealers Chance to 


Promote Milk 


WO PROMOTIONS in another 
industry will afford the milk dis- 
tributor, regardless of the size of 
his operation, opportunities to mer- 
chandise milk and milk products while 
simultaneously building good will 
among his most 


some of important 


customers. 


These two promotions—in the res- 
taurant field—are in an area of busi- 
ness activity never properly cultivated 
by most dealers. Both promotions are 
nation-wide, well-financed, and run by 
people who know that the success of 
any promotion campaign depends on 
the effort expended at the local level. 


One promotion — known as better 
breakfasts—seeks to persuade millions 
of people who eat breakfasts in res- 
taurants to order proper foods. An 
adequate breakfast, according to cam- 
paign literature, consists of: fruit or 
juice, a main course of hot or cold 
cereal or eggs and_ breakfast 
toast and a beverage. 


meat, 


Sponsored by the Bakers of Amer- 
ica Program, the program has at- 
tracted cooperative advertising sup- 
port from such firms as General Foods, 
General Mills, Pillsbury Mills, Stan- 
Brands 
stature. 


dard and others of similar 


The other program is a long-range 
one, designed to get families to eat 
out in restaurants at least once a week. 


NEW! MODERN! EFFICIENT! ECONOMICAL!— THE Keadall 
AUTOMATIC DUMPING SYSTEM 
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So far the heaviest blow delivered 
in this campaign on the national level 
is a full-page ad in the January 21 
issue of the Saturday Evening Post 
The ad 
shows a happy wife hugging her hus- 


taken by General Foods. 


band because he is taking her and the 
children out to dinner in a restaurant. 
The copy reads, “The greatest guy in 
the world, the man who takes _ his 
family out to dine.” 


In either or both campaigns, res- 
taurant operators can participate to a 
greater or lesser degree and with a 
Milk dealers inter- 
ested in tie-in promotions should work 


choice of media. 


carefully with the local restaurant 
operators, timing their efforts and se- 
lecting media to coincide with those of 
the restaurants. The food people have 
available to them complete kits of 
advertising and promotional material 
to be used as they see fit. The kit in- 
cludes point of sale displays, leaflets, 
sample newspaper ads and so forth. 


The milk dealer can coordinate his 
effort with that of the 
keeper in many ways. 


restaurant 
He 
quaint restaurant keepers with the 
truth about the profit to the restau- 
rant man in milk, properly promoted. 


can ac- 


If the restaurant man knows a sup- 
plier is going to spend some money 
to promote his business, he is likely to 
hold still and listen to words about 


150° 


the superior nutritional, quality and 
flavor characteristics of milk as a bey- 
erage and a food. 

Kraft’s and Borden are cooperating 
with national advertising in the dining. 
out campaign. 


About the most important factor to 
be impressed on the restaurant keeper, 
according to the American Dairy As- 
sociation, is that the milk must he 
cold when drunk by the customer. It 
must be served at such a temperature 
that it will still be cold for half an 
hour after it is placed on the cus- 
tomer’s table. 


Leaflets, bottle collars, newspaper 
ads, radio and television time spots— 
these are the media from which you 
can select one or more to do the most 
effective job for you. 


Usually it is best to use the same 
medium that the man you're cooper- 
ating with is using. The general theme 
should be to take your family out to 
dinner more often and to have each 
drink milk 


milk products. 


one more and eat more 


This theme is even more important 
in the better breakfast campaign. 
Milk, as a breakfast beverage, has a 
long way to go before it attains the 
acceptance it has won, despite poor 
promotion, erratic refrigeration, and 
just plain ignorance, as a_ beverage 
with other meals. Promoting it as a 
breakfast beverage might help im- 
prove consumption. 

In any case promotions by allied 
industries provide milk processors and 
distributors with a merchandising op- 
portunity. Effectively used, these pro- 
motions can mean more effective use 
of the promotional dollar which should 
lead eventually to more business for 
all concerned. 


LESS INITIAL INVESTMENT . . . LESS SPACE REQUIRED... 
LESS EQUIPMENT TO MAINTAIN 


PROVIDES — 


Greater sanitation 
posite samples. . 
to operate . 
wearing parts . 


. . Better control . . . More accurate com- 
. Less operator fatigue . . . Less steam required 
. . Less power required (One Power Unit) . . . Fewer 
. Plus the regular features which have made 


KENDALL WASHERS the watchword of the Dairy Industry for 


over 29 years. 


Me KENDALL-LAMAR CORP. - POTSDAM, N. Y. @ 
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FROM 


COAST TO COAST 


THESE FOREMOST SUPPLY HOUSES CAN 
SERVE YOUR NEEDS WITH THE INDUSTRY 


LEADER... MUCKLE CABINETS... 


CALIFORNIA 

The Creamery Package Mfg. Co., Los Angeles 
TENNESSEE i 

The Creamery Package Mfg. Co., Memphis 
TEXAS 


The Creamery Package Mfg. Co., Dallas 
The Creamery Package Mfg. Co., Houston 
CANADA 
The Creamery Package Mfg. Co. of Canada, 
Ltd., Toronto, Ontario 
ALABAMA 
Certified Products Co., Birmingham 
CALIFORNIA 
Cherry-Burrell Corp., San Frazcisco 
The Creamery Package Mfg. Co., San Francisco 
Dairy Industry Eqpt. & Sply. Co., San Francisco 
Pfaudler Sales Co., San Francisco 
COLORADO 
Creamery Package Mfg. Co., Denver 
Hurley Company, Denver 
CONNECTICUT 
Burton-Ford Co., Inc., Waterbury 
Feldman Glass Co., New Haven 
Mizak & Company, Bridgeport 
Christian Petersen & Son Co., West Hartford 
S. & S. Sanitary Products Co., New Britain 
William M. Sears Co., Cos Cob 
The Smith-Comstock Co., Inc., Bridgeport 
DELAWARE 
Wilmington Dairy Supply Co., Wilmington 
FLORIDA 
Dairy & Food Equipment, Inc., Miami 
GEORGIA 
Creamery Package Mfg. Co., Atlanta 
Sewell-Miller Dairy Supply Co., Atlanta 
ILLINOIS 
S. V. Cain, Inc., Peoria 
Cherry-Burrell Corp., Chicago 
Chicago Dairy Supply Co., Chicago 
Creamery Package Mfg. Co., Chicago 
Dico Company, Moline 
Ideal Dairy Supplies, Chicago 
Illinois Creamery Supply Co., Chicago 
Ross Dairy Supply, Chicago 
West Dairy Equipment Co., Elgin 
INDIANA 
Barnett & Company, Indianapolis 
Bessire & Co., Inc., Indianapolis 
Conservo, Inc., Fort Wayne 
Drake Supply Co., Evansville 
Fort Wayne Dairy Equipment Co., Fort Wayne 
General Dairy Supply Co., Indianapolis 
Charles Leich & Co., Evansville 
OWA 
Cherry-Burrell Corp., Cedar Rapids 
Creamery Package Mfg. Co., Waterloo 
Dairy Supplies Co., Cedar Rapids 
Dico Company, Des Moines 
Kennedy & Parsons Co., Sioux City 
Pennington Supply Co., Sumner 
KENTUCKY 
Bessire & Co., Inc., Louisville 
Dairy Machinery & Supply Co., Lexington 
Huter-Quest & Co., Louisville 
Carl Kaster Company, Louisville 
LOUISIANA 
Dairy Specialties, New Orleans 
MARYLAND 
Cherry-Burrell Corp., Baltimore 
. A. Kaestner Co., Baltimore 
MASSACHUSETTS 
Harry T. Bates, Charlestown 
D. E. Berman Company, Mattapan 
Cherry-Burrel! Corp., Boston 
Creamery Package Mfg. Co., Boston 
O. M. Dean & Sons, Inc., Worcester 
D'Orsay Equipment Co., Malden 
Eastern Dairy Supply Co., Everett 
Eastern Specialty Products, Inc., Roxbury, Boston 
A. M. Hoxie, Attleboro 
L. E. Leach Company, Somerville 
Milk Bottle Exchange, East Bridgewater 
Superline Dairy Supply Co., Newton Centre 
wa o7 Corp., Lawrence. 
aile ales i i 
MICHIGAN Co., Inc., Springfield 
Cherry-Burrell Corp., Detroit 
Davis Supply Co., Flint 
Davis Supply Co. of Detroit, Detroit 
Dudley Paper Co., Lansing 





Grand Rapids Bottle Exchange, Grand Rapids 
Michigan Dairy Eqpt. & Supply Corp., Detroit 
M. B. Noe Dairy Eqpt. & Supplies Co., Jackson 
Riley Dairy Supply, Grand Rapids 
Star Paper Co., Kalamazoo 
MINNESOTA 
C. H. Berglund, Minneapolis 
Cherry-Burrell Corp., St. Paul 
Creamery Package Mfg. Co., Minneapolis 
Dairy Plant Suppliers, Inc., St. Paul 
Dairy Supply Co., Minneapolis 
Land O'Lakes Creomeries, Inc., Minneapolis 
Lincoln Equipment, Inc., St. Paul 
Owatonna Creamery Supplies Co., Owatonna 
Sanders Midwest, Minneapolis 
MISSOURI 
F. T. Ammann & Co., Inc., St. Louis 
Brooks Supply Co., Inc., Joplin 
Creamery Package Mfg. Co., Kansas City 
Creamery Package Mfg. Co., St. Louis 
Meyer-Blanke Company, Kansas City 
Meyer-Blanke Company, St. Louis 
Midwest Cry. & Dairy Supply Co., Kansas City 
Werber Dairy Supply Co., St. Louis 
NEBRASKA 
Creamery Package Mfg. Co., Omaha 
Kennedy & Parsons Co., Omaha 
NEW JERSEY 
J. T. Doremus Co., Inc., Paterson 
Heerema Company, Paterson 
Satterthwaite’s, Inc., Trenton 
NEW YORK 
George W. Bergmann, Newtonville 
Cayuga Dairy Supply, Moravia 
Central Dairy Equipment, Inc., Utica 
Champion Sales Co., Binghamton 
Cherry-Burrell Corp., Pelham Manor 
Cherry-Burrell Corp., Syracuse 
Creamery Package Mfg. Co., Buffalo 
Creamery Package Mfg. Co., New York City 
Dairy Craft Supply Co., Long Island City 
Dairyland Supply Corp., Utica 





Dietrich Supply Corp., Syracuse 
Dodds Supply Co., Inc., Clarence 

Erb Supply Co., Inc., Rochester 

Robert M. Fredricks Corp., Woodside 
Hill & Markes, Inc., Amsterdam 

Tom Lockerbie, Inc., Utica 

D. Mahoney Co., Inc., Schenectady 
Moore Bros. Corp. ot Aibany, Albany 
W. A. Nesbitt Co., Merrick, t. | 
Oakes & Burger, Cattaraugus 
Onondaga Dairy Supply, Syracuse 
Paper-Pak, Inc., Buftalo 

Smith-Dairy Supply & Eqpt. Co., Frewsburg 
Troy Bottle Exchange Corp., Troy 
United Dairy Machinery Corp., Buffalo 
Wisner Manufacturing Co., New York 
Woody, Inc., Amsterdam 


NORTH CAROLINA 


Brown-Rogers-Dixson Co., Winston-Salem 
Hagan Dairy Supply Co., Greensboro 
M. G. Newell Co., Inc., Greensboro 


OHIO 


Americo Dairy Supply Co., Cincinnati 
Bessire & Co., Inc., Columbus 
Cherry-Burrell Corp., Cincinnati 
Cherry-Burreil Corp., Cleveland 
Creamery Package Mfg. Co., Toledo 
Dayton Dairy Supply Co., Dayton 

R. W. Hobson Supply Co., Cincinnati 
Mailender-Barnett Co., Cincinnati 
Oakes & Burger of Ohio, Inc., Youngstown 
Ohio Creamery Supply Co., Cleveland 
J. S. Rayl Co., Marion 

Sun Dairy Supply Co., Lakewood 
Universal Dairy Equipment Co., Dayton 


OKLAHOMA 


Comanche Supply Co., Tulsa 


OREGON 


Creamery Package Mfg. Co., Portland 
Dairy’s Supply Co., Portland 

Monroe Dairy Machinery, Inc., Portland 
Western Dairy Equipment Co., Inc., Portland 


PENNSYLVANIA 


D. Frank Black, Jr., Bala Cynwyd 
Caprio Dairy Supply Co., Lock Haven 
Cherry-Burrell Corp., Philadelphia 
Cherry-Burrell Corp., Pittsburgh 
Chester-Jensen Co., Chester 
Creamery Package Mfg. Co., Philadelphia 
Crisci Dairy Supply Co., New Castle 
Dairy Supply & Equipment Co., Pittsburgh 
Girton Sales Co., Millville 
Kirklin Dairy Supplies, Hopwood 
G. E. Matter Co., Fleetwood 
R. R. Miller & Sons, Canonsburg 
Pennsylvania Dairy Supply Co., Doylestown 
Scranton Dairy Supply & Equip’t Co., Scranton 
RHODE ISLAND 
Ben Brown Co., East Providence 
General Mills, Inc., Centredale 
J. J. Patt, Inc., Pawtucket 
TENNESSEE 
Bessire & Co., Inc., Memphis 
Creamery Package Mfg. Co., Nashville 
UTAH 
W. H. Bintz Co., Salt Lake City 
Creamery Package Mfg. Co., Salt Lake City 
VIRGINIA 
Bessire & Co., Inc., Richmond 
1. W. Hardy Co., Norfolk 
WASHINGTON 
Creamery Package Mfg. Co., Seattle 
Inter-State Supply, Inc., Seattle 
Northwest Dairy Supply, Seattle 
WISCONSIN 
Bingham & Risdon Co., Green Bay 
Harder Dairy Supply Co., Milwaukee 
Stuart W. Johnson & Co., Lake Geneva 
Kusel Dairy Equipment Co., Watertown 
Sorges Dairy Supply Co., La Crosse 
W. M. Sprinkman Corp., Milwaukee 
Stoelting Bros. Co., Kiel 
R. S. Utley Co., Eau Claire 
Wisconsin Dairy Supply Co., Whitewater 


Only MUCKLE boxes have all 

these features... 

* Made in 12. production 
sizes. 

* Embossed leatherette finish 
looks better longer, does 
not show dents and scratch- 
es readily. 

* Special treated insulation 
(wood fibre 2” thick). 

Impregnated with asphalt to 

resist moisture 

Of course you will want 

all these features and only 

MUCKLE has them completely. 

Ask your favorite salesman 

today. He wants to serve you 

with the best MUCKLE INSU- 

LATED BOTTLE CABINETS 

made in 

OWATONNA 12, MINNESOTA 








LOOKING FOR SALES IDEAS ? 
HERE’S A VARIETY OF 


SOUND PROMOTIONAL PROGRAMS | 
FOR COTTAGE CHEESE 


OTTAGE CHEESE 
ture, packaging, 
and distribution 
had by the milk dealer 


real 


manufac- 
promotion, 
aids 
at very low 


cost. Some high-powered aids 
promotion of cottage cheese 
have been developed by trade asso- 


ciations, 


in the 


service companies and con- 
tainer manufacturers. 

The programs the fact 
that cottage cheese is no longer solely 
a seasonal product, 
throughout the 
Lenten 


underline 


but is promoted 
well. The 
remains 


year as 


season, nevertheless, 





the high point in the annual cottage 
cheese sales curve. 
Elements that 


found in programs are an emphasis 


are most generally 
on improvement and maintenance of 
product quality; sound promotion; and 
the effort by the 
enthusiasm of all company personnel 
for the product. 

The 
placed as the experience of Johanna 
Farms in New 
(American 
December, 1955). 
firm was selling 1,000 pounds of in- 


dairies to stimulate 


stress on quality is not mis- 


Jersey amply dem- 
Milk Review, 


Two years ago this 


onstrates 


different-quality cottage cheese every 


week. It bought the cheese from 
many different manufacturers. 

Today, with an assist from the 
86 


can be 


By HERBERT SAAL 





| COTTAGE 
CHEESE 


_o~ «LOVE 
i ., at first | 









é 





Store displays from G. P. Gundlach & Co. 
(above), same metal lid for different-size 
containers from Continental Can (left), 
plastic container with a recipe-bearing 
lid from Monsanto (right), and cottage 
cheese recipes backed up with a cookery 
school by Lily-Tulip (below) are exam- 
ples of some of the things suppliers are 
doing to help dealers expand cottage 
cheese promotion. 





Gundlach 
itself, 
standards of quality, 


Company, 


producing the 


cheese and adhering to high 


Johanna Farms 
sells 25,000 pounds a week. 


Illustrative of the 
phasis on quality, a 


wisdom of em- 

recent report 
shows a high bacteria count on cot- 
tage cheese in Indiana. This situation 
Indiana dealers, 
others to make 


money by selling more cottage cheese, 


is being ironed out. 
as desirious as any 
are showing up in large numbers at 
Milk Industry 
eager to 


Foundation clinics, 


learn and eliminate the 


causes of poor quality in their cottage 
cheese. 


Following is a summary of the 


activities of some of the groups and 


eo -BAKE “Nlesy 


ter 


companies aimed to help the dealer 
sell more of the product: 


Milk Industry Foundation: Market- 
wide meetings attended by plant and 
officials. Meetings 
the form of short courses in coopera- 
tion with state Emphasis 


sales usually in 
universities. 
MIF on sales 
booklet and 
other promotional material with space 
se of the MIF 
program in past years by dairies has 


on quality of product. 
level provides recipe 
for dealer’s imprint. 


proved successful. 


American Dairy Association: On 
national level advertising in maga- 
zines, radio, television, alone and in 
cooperation with Cling Peach Ad- 


visory Board. Here’s the Leap Year 


American Milk Review 
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ADA: 


February 29 


Salads advertising plan by 
LIFE Magazine, 
One page, color. 
Disneyland, February 22, 
29, March 7. 
Lone Ranger, February 16, 
8, March 22. 


February 
March 


Bob Hope radio show the weeks of 
February 26 and March 11. The Cling 
Peach Advisory Board’s schedule of 
advertising of the salad consisting of 
cottage cheese and peaches is: 

American Home, March, one page 
color. 

Ladies Home Journal, March, one 
page color. 

Parade Magazine, 
page color. 

New York News, 
page color. 

This Week Magazine, March 11, 
one page color. 

Saturday Evening Post, March 17, 
one page color. 


March 4, one 


March 4, one 


Newspapers in 25 top metropolitan 
markets, March 7, 8, 9, run-of-paper, 
two colors. 

ADA is also lending a helping hand 
to the Pacific Coast Pear 
Service in the preparation and dis- 


Canned 


Automatic Cup Filler 
Bulk-O-Matic CAPPER 


Model 341 keeps ice cream as smooth as 
it comes from your continuous freezer . . . 
yet fills at high rate of speed. It will 
handle all flavors of ice cream and also 
fruits and nuts. Can be used for packaging 


margerine and whipped butter. 


Anderson's new Model 433 
“Bulk-O-Matic” automatically sorts 
and caps round cups with deep- 
skirted lids. Bulk lids can be dumped 
directly into the hopper. Bulk-O- Matic 
handles various sizes of lids with 
minor adjustment. 
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COMBINED 
FOR ECONOMY 1) 


Write for 
Bulletin 2-42 


ANDERSON 
BROS. MFG. CO. 


Rockford, 
Ilinois 





tribution of a recipe booklet showing 
pears in various combinations with cot- 
tage cheese and other dairy products. 


Another outfit whose promotional 





| 








Currier and Ives prints on cottage cheese 
containers by Gay-Fad Studios exemplify 
attempts to get away from the seasonal 
attitude toward cottage cheese and make 
it a year-round promotional item. 


effort with cottage cheese has been 
amplified by ADA is Lawry's Sea- 
soned Salt. This company’s ad, fea 
turing cottage cheese, will appear in 
the March, Good Housekeeping. ADA 
announced availability of Lawry’s cot- 
tage cheese recipe folder to dealers. 

Available ADA’s 
recipe folders, bottle hangers, news- 
paper mats and store merchandising 
pieces. 

Lily-Tulip Cup Corporation, New 
York, N. Y. Lenten cottage cheese 
publicity releases with pictures; adver- 
tising mats, folders, point-of-sale 
pieces, leaflets, radio and _ television 
spot commercials; window display 


also are own 


ideas; recipe booklets. 

Monsanto Chemical Company, Plas- 
tics Division: Dept. AMI, Springfield 
2, Mass. Through manufacturers using 
its styrene plastic for cottage cheese 
containers, offers lids with recipes for 
no bake cheese cake with cottage 
cheese base. 

(Please Turn to Page 92) 
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Model 341 and Model 433 
Filler Capper 
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into both plant opera 





Package Costs on Retail 
Differ Slightly by Type 


ee HE RESULTS for the retail The investigation was a_ studied 
T creation reveal little differ- effort toward objectivity. A repre- 
ence between the costs for sentative plant was selected for study. 

glass and paper containers .. .” This All costs affecting both the paper 
is the comment of Dr. Ira Gould and _and glass operation were meticulously 
Dr. Elmer Baumer of the Ohio State recorded and analyzed. All possible 
University on what is perhaps the factors that worked in the favor of 
most exhaustive study of milk con- one or the other type of container 
tainers made up to this time. The — were adjusted so that containers could 
study, sponsored by The Champion be judged on their own merit. The 
Paper and Fibre Company and the need for objectivity was apparent in 
Gardner Board and Carton Company, the motives of the sponsors. They had 
was an elaborate attempt to get at the to make a decision on their own 
facts on the much debated question plant expansion program. The deci- 
of paper versus glass containers for sion hinged on the answer to certain 
fluid milk. questions which, it was hoped, the 


The Controlled Experi 





iment was supported by careful research 
tion and consumer attitudes. Picture above 


shows time study engineer measuring packaging procedure. On 
the right a trained interviewer is shown gathering information 
from a Suabedissen-Wittner customer. 


study would answer. When you must 
decide on a multimillion dollar ex. 
penditure the facts may not be favor 
able but they must be correct. 


The study, known as The Con- 
trolled Experiment, was conducted at 
the Suabedissen-Wittner Dairy in 
South Bend, Indiana. This firm at 
the time had a force of 29 employees, 
distributed 6,000 quarts of milk a day, 
which was 91 per cent wholesale and 
9 per cent retail. It is a medium sized 
dairy in a city that is noted for its 
“Middletown, U.S.A.” characteristics. 


For a period of eleven weeks in the 
late fall of 1954 the 100 per cent 
glass operation of this plant was 
studied by a team of professional cost 
accountants from the accounting firm 
of Ernst and Ernst. On December 17 
the glass operation was halted, the 
equipment removed, a paper machine 





Sparkling New for ‘96! SPARTA POWER-PACKED BRUSHES 


WITH “EXCLUSIVE” NEW WHITE RESILI 


Revolutionary new satin white indestructible plastic 
blocks that hold heavy long trim bristle tufts like a 
vise. These new Sparta ‘Exclusive’ blocks won't chip, 
crack, split, or mark or mar tanks. The special plastic 
material is hard and tough for roughest going, yet 
sufficiently resilient to tightly ‘hug’ the tufts regard- 
less of use and abuse. Tufts can’t loosen — ever — and 
individual strands won't ‘‘straggle’’ out. The wonder- 
ful reception given to the new No. 45 ‘‘Hercules” all- 
white gong brush is best proof that here is America’s 
finest gong . . . made of the two most perfect brush 
No. 358RB ALL-WHITE NYLON “BULKER” picsgecs glean re-ygi>  cgummmamatae me ae 
Heavy hefty tufts of stiff Du Pont nylon. 
Special “hi-flare’’ end tuft design provides 
complete circle of working bristles. Your Jobber Will Glady Supply You 





ENT NON-MARKING PLASTIC BLOCKS 





No. 45 “HERCULES” ALL-WHITE GONG 
Contour shape with power-grip handle. 
Handle hole for storage and brush pro- 
tection. 


“Biggest Brush Hits in Years’ SPARTA BRUSH CO. INC., SPARTA, WIS. 
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installed, and on Sunday, December 
19 milk was packaged in paper con- 
tainers for Monday delivery. The firm 
went from 100 per cent glass to 100 
per cent paper. For twelve weeks 
beginning January 2, 1955 the ac- 
countants studied and recorded the 
facts concerning the paper operation. 


During the latter period a com- 
panion study was made of consumer 
reaction to the paper container. This 
was done by a professional marketing 
research organization. A thousand 
families, selected at random from the 
dairy’s 3,900 customers, were visited 
by trained interviewers. Of the sam- 
ple, 871 interviews were completed. 


Plant and Route 

Results of the cost phase of the 
study showed total costs for glass 
quarts including delivery to be 
$.056523, for paper $.053157. The 
costs for half gallons were: glass — 
$.105502; paper — $.106314. The pic- 
ture, however, is not entirely accurate 
from a practical point of view. The 
plant part of the cost study which 
included packaging, container, cases, 
and storage showed $.014435 for glass 
quarts and $.021514 for paper quarts. 
Three of the four items that made up 
the plant cost were more for glass 
than they were for paper. The con- 
tainer charge was where glass gained 
back costs lost on the other three 
items. The container cost is an out 
of pocket cost. 

The delivery costs were primarily a 
case of time. Routemen could handle 
paper faster than they could handle 
glass. There were some real savings 
in truck operation because the truck 
was not on the road as long but the 
major item was the salary of the route 
salesman. The saving was one of time. 
This, of course, is potentially a very 
real saving but it is realized, not in 
reduced wages to the driver but in 
increased productivity, either in terms 
of larger loads or greater sales effort. 

The driver may carry a larger load 
and then again he may not. The 
driver may use his extra time for sales 
and collections and then again he may 
simply go home earlier. Dr. Gould 
and Dr. Baumer put their collective 
finger on the issue when they wrote, 
“The driver-salesmen’s salaries were 
by far the largest item in the ‘Expenses 
Allocated’ category. This clearly in- 
dicates the value of correctly utilizing 

(Please Turn to Page 91) 
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It Pays To Take a 


Plowt:Wide Look ' 


at Weighing! 





A Modern Weighing Sytow. 


Makes the Big Cost-Control Difference 


Today it’s more than ever important to think of weighing not 
in terms of isolated scales, but as a vital part of your overall quality- 
control and cost-control system. This means the right scales in 
the right places . . . to provide basic accounting records of mate- 
rials received, processed, shipped or transferred. Weight records 
that originate at scales directly affect costs, inventories and cus- 
tomer billings. Weighing errors cannot be corrected later— 
weights must be right the first time. That’s why it’s so important 
to have a modern weighing system for top efficiency in your plant 


operations. 
May we tell you more about the “weighing system plan”— 
and its application to youx requirements? Write to ~ 


. . » Toledo Scale Company, Toledo 1, Ohio. 


_ HEADQUARTERS FOR SCALES 


Be es a) 





Holiday Packages Carry A Powerful 
Merchandising Wallop 


F YOU WANT 


mate in 


the ullti- 
packaging get 

yourself a container with 
a built-in spring activated by 
a photo-electric cell that re- 
sponds to a customer’s glance. 
She just looks at the package 
and it hops into her market 
basket. Lacking that happy 
or maybe unhappy triumph, 
packaging people are making 
their play on 
and eye appeal. 


convenience 


Biggest opportunity for eve 
catching package design is 
probably in the field of spe- 
cial products. Cottage cheese 
and egg-nog, particularly, are 
naturals for smart packaging. 


We saw some excellent ex- 
amples of this technique at 
Fairmont Foods Company 


where cheese 


cottage con- 
tainers, dressed up with a 


holiday theme, gave a lift 
to sales. Containers with a 
Thanksgiving decoration on 
the sides with no company 
identification proved 
popular. School children 
used them, after the cottage 
cheese had _ been 
for nut baskets. Containers 
with a Christmas design were 


very 


Eee: 
Easter theme is used on this new Lily-Tulip container. 


holiday motif is most effective on specialty items. Egg-nog and 
cottage cheese are extremely well-suited to this type of pack- 


removed, 


By NORMAN MYRICK 





Egg-nog is a product that 
can profit this kind 
of package umph, probably 
more so than fluid milk. It 
is a specialty item, at the 
present, definitely tagged as 
seasonal. It 
profit deserves 
all the help it can get. A 


from 


carries a_ nice 


margin and 
smart package is easy to get 
and also inexpensive. It will 
pay you to give this more 
than casual consideration. 


Funny thing about holiday 
cartons for milk. They at- 
tract the customers but they 
also raise a question. People 
often wonder 


are confused, 


whether or not cartons con- 
tain the same milk they are 
accustomed to buy. One firm 
found it desirable to print on 
carton in large letters, “This is 
the same milk you are accus- 
tomed to buying from us.” 


Glass bottles do not lend 
themselves to holiday themes 
as well as paper but if what 
we hear materializes, you 
may find a surprising new 
innovation on glass panels. 
More that 


decision is reached. 


about when a 


Idea of 


Big thing about package 


used in a_ similar fashion. aging treatment. Use of container as seasonal gift package design is its purpose. It is 
. , err incre its appeal. ; pres 
Company identification was tae 7” not as important on retail 
confined to the cover which as it is in the store where 


was enough to do the institutional job for the firm. 


The idea of a holiday or seasonal package in cottage 
cheese is incorporated in a new Easter carton put out 
by Lily-Tulip Cup Corporation. The package features 
an Easter design of rabbits, and other seasonal fauna 
in a real cute composition. 


Milk containers in both paper and glass lend them- 
selves to the holiday treatment. Paper carton manufac- 
turers have stock designs available that you can have at 
no extra cost. For a slight additional charge you can 
create your own design. 


90 


the product must compete with other products. It is 
more important on specialties than it is on the old standby. 
Finally, remember you're trying to attract the customer 
not repel her. Take advantage of the packages that are 
readily available first. Stock designs are usually pretty ‘good. 

If you do decide to create your own package, for 
heaven sake remember that the impression it makes on 
you or your sales manager is unimportant. It’s the little 
lady pushing the market basket you’ve got to reach. It's 
her reaction, not yours, that’s important. What she thinks 


of your product determines its gross sale. 


American Milk Review 
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PACKAGE COSTS DIFFER SLIGHTLY 


(Continued From Page 89) 
this large share of total delivery cost.” 


According to the study paper quarts 
cost $.007 more in plant costs than 
glass. On the route, paper cost $.01 
less than glass. As far as we can see 
from studying this report the plant 
saving is a real saving. Suabedisson- 
Wittner Dairy did 
much money for glass as they did for 


not pay out as 
paper. The route saving is a potential 
saving which depends upon what the 
route salesman does with his extra 
time. If he uses it productively it 


is a very real saving. If he doesn't 


then there is no saving at all. 


For larger units such as half gallons 
the study showed costs slightly in 
favor of glass, about a tenth of a cent 
over-all. For the smaller size pack- 
ages such as pints and half pints the 


Halt 


pints, for example, showed a_ four- 


costs were in favor of paper. 


tenths of a cent in favor of paper. 


However, all of these costs varied 
according to the product that was 
being packaged. Products of low vis- 


cosity, which means fluid milk, by 


far the largest product in terms of 
volume, showed a per quart cost in 
the plant of $.013079 for glass and 
$.021438 for paper. These figures are 
are slightly lower than the per quart 
cost of all products. 


Consumer Acceptance 


Consumer acceptance of the paper 


package was surprisingly favorable 
considering the fact that there was no 
preparatory period. Of the 871 milk 
buyers interviewed 52.6 per cent pre- 
ferred paper, 29.5 per cent preferred 
while 17 cent had no 


glass, per 


preference. 

Of the 29.5 per cent who preferred 
glass only 8 per cent preferred glass 
intensely enough to do anything about 
it. Total 
the new container was 1 per cent. 


customer loss because of 


The complete story of the study is 
contained in a book published by The 
A. H. Pugh Printing Company of Cin- 
cinnati. The title is Milk Packaging 
for Retail Distribution. It will sell for 
five dollars a copy. 


The controlled experiment and its 
findings are a valuable contribution to 


the fluid milk industry. The detailed 
cost studies, the meticulous interviews 
are superb sources of stimulating in 
formation. It appears to this observer, 
that the 
from the Controlled Experiment is its 


however, greatest dividend 
revelation of the drive and elan, the 
new spirit that the study created at 
Suabedisson-Wittner Dairy. Never be- 
fore had management known exactly 
costs were and where its 
Never before had they 


been in possession of so much accu- 


what its 


costs were. 


rate, detailed information. Writing on 
the situation in his company before 
the experiment, Mr. Raymond Suabe 
disson wrote, “So we delayed action 
regarding paper, losing much of our 


and 


store business trying to com 
pete with the paper onslaught by 
using makeshift equipment for fill 
ing enough paper to meet mini- 
mum requirements.” “It was while 
we were worrying over what we 


should do, that we were approached 


by the Champion Paper & Fibre 
Company F 

If this study shows anything it 
shows the supreme importance ol 


accurate information. 








3-in-1 


sale .. 








3-IN-1 CARRIERS 


FOR MILK - BUTTER - EGGS 


“SAVE TIME - - - INCREASE SALES” 


Here is a new, novel sales stimulator for dairy route 
men, using the power of suggestion to increase sales. 
CARRIERS enable 
bring a complete dairy assortment direct to the point of 
. eliminating that extra trip. 


routemen 





U. S. Patent No. 2-697-540 


to conveniently 


Write for Complete Details 





EACH CARRIER HOLDS 8 QUARTS MILK, 
3 POUNDS BUTTER, 2 DOZEN EGGS 
EASILY FILLED — EASILY CARRIED 


Milk, Butter and Eggs are displayed before the eye — 
a perfect reminder for the busy housewife. 


Economically Priced —F. O. B. Factory 


TRIPLE CARRIER CORP. 


512 Townsend Avenue 


New Haven, Conn. 
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There is one other small thought. 
This study, exquisitely planned and 
exquisitely executed, is the study of 
an operation that was about to die 
and another operation that had just 
been There 
that it is 
It is, we think a matter of 


born. are intangibles 


involved impossible to 
measure. 
morale. There is always more enthu- 
siasm at a borning then there is at a 
burial. To complete the picture a 
controlled experiment of the reverse 
ought to be undertaken. We suggest 
that some glass manufacturer should 
find a plant that is 100 per cent paper 
and convert it overnight to 100 per 
cent glass. 


COTTAGE CHEESE 
(Continued From Page 81) 
Thatcher Glass Manufacturing 
Company, Inc., New York, 
offers a premium deal of casseroles in 


Elmira, 


six different colors, designed to get 
the make six 
purchases of cottage cheese. 


different 
A bro- 
chure goes along with the premium 
to help promote it. 


housewife to 


It includes mer- 
chandising leaflets, two-color stream- 
ers, three-color store display, news- 
paper mats, radio and TV scripts. 


Off-Level Farm Tanks Cost 


YOU Money! 





Prevent Over-payments 
with the NEW 


SHANNER 
TANK LEVELER 


FAST—takes less than five min- 
utes to check tank 


ACCURATE to thousandths of 
an inch 


PORTABLE, Easy and Safe to Use 


Just four quick measurements, 
one at each corner of any par- 
tially filled farm tank, with this 
new instrument and you can tell 
within thousandths of an inch 
if tank is level. Makes frequent 
checks for warpage and settling 
Practical and economical. Speeds 
re-leveling. Can be used under 
actual operating conditions with 
any amount of milk or water in 
tank. Not necessary to know or 
change volume of liquid. Speeds 
original calibration of tank to 
cut installation costs. Can be 
used with any type measuring 
device. 

and Price 


SHANNER EQUIPMENT COMPANY 


Equipment Designed by Dairymen for Dairymen 
8923 Ogden Avenue © Brookfield, Illinois 
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Write for Catalog Details 


139 dairies are already using the 
Thatcher promotion with excellent re- 
sults. Here’s a letter one of 
the Woodlawn Farm Dairy 
Company, to the Thatcher Company: 


from 
them, 


“We recently concluded a cheese 
sales drive during which we featured 
your glasbake casseroles, at 59 cents 
per unit. 
feel, 
very gratifying, terminating in the sale 
of 25,000 units. 

“In feel that it 
been one of the best pieces of mer- 


“The results, we have been 


this area we has 
chandising that we have ever used.” 

Continental Can Company, New 
York, N. Y. offers the cottage cheese 
container with the spacemaker lid. 
This metal lids fits the 8-, 12- 
16-ounce container. 


, and 


G. P. Gundlach & Company, Cin- 
cinnati, Ohio, features a complete cot- 
tage cheese program from the raw 
milk to the grocer’s shelf with plenty 
of education for the manufacturer and 
distributor as to how to make, sell, 
and promote the product. Campaign 
includes point-of-sale, bottle collars, 
leaflets, newspaper ads, publicity, 
recipe and other ideas for Gundlach 
clients to follow. 


STAR SPRAY 


AEROFLOW 








COOLERS | 





Gay Fad Studios, hand decorate) | 


; ae 1( 
wear, Lancaster, Ohio. This organjg,. | . 
‘ , ' ( 
tion makes available to the deale . 
it 
colorfully hand-painted cottage cheesy 
? fa: Idaho, ‘ 


tumblers holding 12 ounces each j Creamer 
y) od 


} 4 fork t 
to simp 


sets of eight. One set is decorate 
with song birds, another with Cy. 


rier & Ives prints, and the third with tons at 





early models of American automobiles, | work in 
It's backed up with leaflets, bott} 
hangers, and store display ads. The | 
cream, 
Sealright Co., Inc., Fulton, N, ¥ } and dr 
A strong Lenten promotion of cottage | 4 diffe 
cheese. Containers decorated with lem. ( 
seasonal motif—Easter rabbits. Pro} ager, r 
gram includes point-of-sale store | 3 000- 


streamers, newspaper mat proofs, dis powere 


plays. The year-round cottage cheese | yels, ¢ 
campaign includes emphasis on dieti- | sizes W 
tian Lucy Long’s recipes and demon- | and m 
strations, premiums, such as slipper | loadin 
socks and ice cream serving spoons. | “Un 
All of this is supported with a heavy | toile 
barrage of the usual merchandising | tack 
° stac 
materials. a" 
National Dairy Council: While not same 
having specific cottage cheese pro- } can d 
gram, this organization provides ex- He 
cellent cottage cheese recipe books simpli 
and related nutritional information. Los 





Dairies - Producers ! 
both profit with | 


STAR MILK 





Cools Milk Fast 
40° or Colder 


Low Operating Cost , 
3¢ Per Can 


C 
T 
T 
. 
1 








5 Year Warranty 


Only Star Pump makes all 
four types of milk coolers. 
Sizes from 2-can to 12-can. 
All coolers have extra large 
coils—extra cooling capacity 
—automatic operation. 8,000 








Dept. AMR-2 








in use. Literature available 
for all your producers. Write 
direct to factory. ; J 


STAR PUMP | 


AND COOLER CORP. \ 








STAR DROP-IN 


1219 No. 15th St. Louis, Mo. 
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NOTHER SIGN of the trend 
A toward automation in the dairy 

industry comes from Caldwell, 
jdaho, where the Dairymen’s Co-op 
Creamery of Boise Valley has acquired 
a fork truck that has enabled the firm 
to simplify materials handling opera- 
tions and to cut materials handling 
work in half. 


The creamery processes butter, ice 
cream, condensed milk, milk powder 
and dry milk solids, each presenting 
4 different materials handling prob- 
lem. C. M. 
ager, recalls that before putting the 


Carlson, creamery man- 
3,000-pound capacity, electric- 
powered fork lift unit to work, bar- 
rels. cases, and cartons of various 
sizes were laboriously stacked by hand 
and moved one at a time to and from 


loading docks. 


“Under the old system, one man 
took shift to 
stack a day’s run of dry milk solid 
“Today, the 
fork truck 


can do the job in two hours.” 


an entire eight-hour 


barrels,” Carlson said. 


same man operating the 


He reports that the fork lift truck 


simplifies freight car and truck load- 


CLEANS 
TANK 
TRUCKS, 
Vats, Holding 
Tanks, Other 
Deep Containers 


EASILY, 
THOROUGHLY 
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Fork Truck Speeds Materials 
Handling at Idaho Creamery 


ing. Loading a freight car formerly 


required four men. Now the job can 
be done much quicker with only two. 
No longer needed is an elevator to 
raise heavy goods from ground level 


to the freight car. 


Mr. Carlson points out that because 
of the machine’s ability to lift high, 
the warehousing capacity of the 7,500 
square-foot storage-shipping section 
has been considerably enlarged. For 
such items as cartoned cans of pow- 
dered milk, a full one-third increase 
in effective storage space was achieved 
by higher stacking of palletized car- 
tons. He said that the problem of 
limited storage space was further re- 
duced by faster flow of materials. 

At the Dairymen’s Co-op, the fork 
truck carries loads up to 2,500 pounds 
from stack to freight car or truck. 


Test the Tanker’s efficiency and economy your- 
self. Order a supply today from your Dairy Supply 
or Hardware jobber. Ask about the many other 
quality Oxco deck and dairy brushes designed 
to give you fast, efficient cleaning. 





A fork truck and two men load a truck 
that formerly required four men with 
strong backs. Fork lift truck has speeded 


up loading 
Co-op. Creamery of Boise Valley, as well 
as improved efficiency of labor 
Creamery makes butter, powder, 
densed, and ice cream. 


operation at Dairymen’s 
use. 
con- 


Perfect for clean- 
ing out deep, hard-to-get- 
at places, the Tanker’s rounded 


scrubbing face removes dirt and sedi- 
ment quickly, easily from tank trucks, holding 
vats, and other large, deep containers. Its 
stiff, resilient filling gets surfaces bright and 
sanitary again with a minimum of hard 
labor. Long, 48” handle sets at just the right 
angle for easy use. Two piece, water resist- 
ant block is joined with rustless bolts and nuts, 
recessed to prevent scratched containers. 


Block pieces replaceable for long, 
economical service. 


Your Choice of 3 neatly trimmed Fillings: 


Tanker #1 Crimped black nylon 
(illustrated) 

Tanker # 2 Stiff Ox palmetto 
Tanker # 3 Union mixture 


IN 


OX FIBRE BRUSH COMPANY 


maRY 














.. 





93 








@ New York May Get 
Gallon Jugs 


@ Safeway Bests Calli- 
fornia Town 
















@ Florida Study Shows 9.67c Gallon Profit 


Vermont Official Claims Consumers Too Silent at 


Public Hearings 
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NEW YORK: produc 

Gallon Milk Containers in Empire Chai 

State’s Future? | of Abe 

A bill to permit the use of one} he wa 

gallon containers for sale of milk and five da 

cream has been introduced in the New | they |: 

York State Legislature. Afte 

Listed as Assembly Bill 202, by | the co 


The New Farm Pick-up Tank 





You specified 
you designed 


Leading Dairymen and Sanitary 
Engineers furnished the ideas— 
we built the tank. Our tank engi- 
neering specialists and fabricators 
took your suggestions and built 
them into a truly modern, highly 
efficient Pick-Up Tank. A tank that 
will give you years of fast, sani- 
tary and economical milk trans- 
portation. 


Portersville Farm Pick-Up Tanks can be 
built to fit your hauling requirements. 
Send for free brochure and specifications. 


Stainless steel door is fully insulated 
and fitted with removable gasket for 
faster cleaning. 


Sample chest can be quickly removed 
for icing or cleaning. 


Portersville 
Stainless Equipment Corp. 


PORTERSVILLE, 1 (BUTLER COUNTY), PA. 
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The roomy, stainless steel service 
vestibule showing placement of 
pump, sample chest and sample 
dipper. Designed for rapid and 
easy cleaning. 

The compact motor compartment 
is on the left. Either door may be 
opened independently and with- 
out interfering with each other. 


rrr 
4 








Wilcox, the proposal was referred to | arose 
the agriculture committee. 


ings 1 

CALIFORNIA: ore 
Safeway Wins Court Skirmish | way 
An Oakland municipal ordinance re- | milk | 


quiring that all milk sold within the) Miam 
city must be processed within two | full r 
miles of the city boundaries was in- As 


validated by Alameda Superior Court }  ghow: 
Judge Robert J. Agee in a suit brought avera 
by Safeway Stores. Shoes 
Finding that the provision was w- | a gall 
necessary to protect the quality of the a 
milk, the court said the ordinance had | cents 
the effect of a trade barrier. | 4.25 
The decision was expected to pave MAI 
the way for Safeway’s construction of Price 
a $1,500,000 milk processing plant by St 
Lucerne Milk Co., a Safeway sub- , Main 
sidiary, in Richmond, 10 miles from ally 
Oakland. Bs 
thre 
DELAWARE: T 
State Grange Prefers Federal Order deci 
A federal milk marketing order for pbs 
the Wilmington area rather than pro- ne 
posed Delaware state legislation for deli 
milk price control was advocated by aon 
a resolution adopted by the Delaware a 
State Grange at its annual meeting in : 
Dover. fee 
Belief was expressed by the group r 
that a federal order offered greater , 4 
long-term stability to the milk mar- ols 
ket than did provisions of proposed 
state legislation to empower the State | 
Board of Agriculture to set the price pre 
level. » Ph 
FLORIDA: | = 
Study Shows Profits of Producers, Ne 
Dealers 
A milk production cost audit pre- 
American Milk Review Fe 
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pared for the Florida Milk Commis- 
sion showed producers in Dade, 
Broward and Monroe counties are 
averaging a profit before income taxes 
of 9.67 cents per gallon. 

The study, as made public in Mi- 
ami, was based on figures submitted 
by 51 dairies and 13 distributors. It 
showed the large producers made 
10.48 cents per gallon while the small 
producers received 7.31 cents. 

Charles Jordan of the auditing firm 
of Abess, Morgan and Altemus said 
he wasn’t able to audit records of 
five dairies and 14 producers because 
they lacked suitable documentation. 

After the study was authorized by 
the commsision last summer, a dispute 
arose over whether the audit’s find- 
ings might legally be made public. 
State Attorney General Richard Ervin 
held the commission could not give 
away business secrets of individual 
milk producers, but spokesmen for a 
Miami consumers’ group demanded a 
full report of the audit. 


As finally made public, the audit 
showed that milk distributors make an 
average profit of 6.86 on a gallon of 
homogenized milk and 3.47 cents on 
a gallon of pasteurized milk. Retailers, 
the audit found, make a profit of 1.84 
cents a gallon on pasteurized and 
4.25 cents on homogenized milk. 


MAINE: 
Prices Will Change Seasonally 


State Milk Commission decided that 
Maine milk prices will change season- 
ally in 1956 as they have in the past 
three years. 

The commission, however, deferred 
decision on several other issues raised 
at a public hearing, including price 
discounts on large quantity purchases, 
lower prices in stores than for home 
deliveries, and cut rates for milk 
bought at retail on the farm where it 
was produced. 

Maine’s seasonal price pattern calls 
for a decrease of 1 cent a quart March 
1, another cut of 1% cents April 1, 
a 2-cent rise July 1, 
cent rise Oct. 1. 


and a one-half 


Aim of the changes is to encourage 
production in seasons when the sup- 
Ply normally drops, and vice versa. 


MISSOURI: 


New Law Regulates Ice Cream, 
Other Frozen Dairy Foods 


Sale of ice cream and various re- 
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lated frozen foods is now being regu- 
lated in Missouri by a new state law 
which recently went into effect. 


The new act also fixes standards for 
the manufacture of those products and 
provides for the licensing and inspec- 
tion of establishments that either man- 
ufacture or and 


fre eze ice cream 


related frozen foods. 
under the 
new law are 


Included scope of the 


“drive-in” and_ similar 


retail establishments freezing the 
products on the premises, many of 
which did not previously have to be 
licensed. 


Products covered by the act’s pro- 
visions include ice cream, French ice 
cream, ice milk and ice 
state as 


milk in a 


semi-frozen drawn from a 


continuous freezer, sherbets contain- 


ing dairy products, water ice and 


frozen malted milk. 

















You Need 





=> SOLVAY 


Flake ACE ALKALI 


the heavy-duty bottle-washing compound that 
gives you premium results at a practical price. 


Flake Ace Alkali contains an exclusive combination of ingre- 


dients for faster wetting, better penetration, more thorough 


removal of films and soils. Drains quickly, rinses clear, and 


minimizes scale formation. Write for free descriptive literature. 








+ Charlotte 
+ Houston + New Orleans 


Boston 
Detroit 


SOLVAY PROCESS DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
61 Broadway, New York 6, N. Y. 





BRANCH SALES OFFICES: 
+ Chicago + Cincinnati + Cleveland 
+ New York + Philadelphia 
+ St. Louis + Syracuse 





Pittsburgh 
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The act does not regulate products 
using vegetable fats exclusively in- 
stead of butterfat but does prohibit 
the use of vegetable fats in the prod- 
ucts coming under the new regula- 
tions. 


PENNSYLVANIA: 
Bill Would Increase Dealer License 
Fees 


A bill backed by Governor Leader 
to make the State Milk Control Com- 
mission self-sustaining by increasing 
dealer license fees was passed by the 


Pennsylvania House of Representatives 
and sent to the State Senate. 

The measure would boost the fees 
by an estimated $150,000 a year, 
which would balance a $300,000 state 
appropriation made every two years 
to support administration of the milk 
control laws. 


In another development, a resolu- 
tion adopted by the Inter-State Milk 
Producers’ Cooperative at its annual 
meeting in Philadelphia charged that 
the power of inspectors checking sani- 


MID-STATES 


Stitching wire for 





fire Fok containers 
















or tangling. 


Quality stitching wire manufactured to exact 
specifications for Ex-Cell-O machines. Wrapped 
on fiber throw-away spools for ease of handling 

. Snug fit .. . fast feeding without binding 


Sizes—21 gauge and 23 gauge « Finishes—galvanized or liquor 


@°2o 
°® ®5 





MID-STATES STEEL & WIRE COMPANY 


Crawfordsville, Indiana 
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* Jacksonville, Florida 


tary conditions at dairy farms “is ofte, 
arbitrarily, capriciously and discrimi. 
natorily exercised.” 

Enactment of legislation to affo, 
legal protection against such allege; 
abuses was advocated by the grou 
representing more than 6,000 dain } 
farmers in Pennsylvania, Delaware | 
New Jersey and Maryland. 


VERMONT: 





Official Complains Consumers Silen; 
at Public Hearing 
Proposal for milk price increases 
were taken under consideration by the 
Vermont Milk Control Board folloy 


ing a late-December hearing. 


An increase of a penny a quart in 
home-delivered prices was asked by 
the Vermont Retail Milk Dealers As. 
sociation, while producers from the 
Champlain Valley proposed an in- 
crease of one-half cent per quart in 
producer prices. 

Fred L. Richmond, Charlotte farm- 
er, proposed complete decontrol of 
milk prices for a trial period. 





a 





“| WONDER WHO THE NEW MAN 1S?” 








Allan Nash of Norwich University 
advocated quantity discounts be al- 
lowed for institutional purchasers of 
milk. 

The board indicated it would make 
preliminary findings as a result of the 
hearing and give interested parties a 
chance to review them prior to final 
decisions, 

Disappointment that the household 
consumers’ viewpoint was not given 
at the hearing was expressed by State 
Agriculture Commissioner Towne. 

Noting that the board is required 
by law to look after the public's in- 
terest in setting milk price controls. 
he said it is difficult to know what the 
consuming public is thinking unless its 
position is put forth. It might be as- 
sumed, he added, that consumers are 


satisfied with the present setup. 
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ms 1S obte Meterflo Milk Can Cart or on the 


d discrimi, complete line of Meterflo Bulk Milk 
Dispensers write direct to Meterflo 


Dispensers, 627 Grove St., Evanston, 
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ich allege Illinois. 

the grou New Bottled Milk Cooler tion by means of a roller type eleva- 

000 dairy } Introduced by Schaefer tor. A few turns of the hand crank e 

>etawan,| NEW refrigerated cabinet for ane ie eronand we “ — od Wyandotte Markets Dustless 
| A storage and manual dispensing ward for agp - the dispenser Cleansing Powder 
| cabinet. With can in position in the 


ners Silen) | announced by Schaefer, Inc., Minne- 

apolis, manufacturers of ice cream 
| = and frozen food cabinets Meterflo Dispenser for use. 
InCreases | 
Hon by the 
rd folloy 


ing photo, Wyandotte B.W.C. 


is now dust-free. Recent im- 


of bottled or carton milk is S SHOWN in the accompany- 
dispenser, the cart is backed away A 


and the operator is free to adjust the 


provements in this outstanding bottle 
The new Model MC-10 replaces For further information on the washing and water conditioning alkali 


the previous model introduced sev- 


ing. eral years ago especially for keeping f E is 
| milk at proper serving temperature IP time B 4 A D Y eee 


a quart ir 


asked by for school milk programs. It has, also, 
; been widely used as an auxiliary milk offer the BEST COTTAGE CHEESE 


lealers As- 


from th or storage cabinet to relieve over- 
e 
ed an in crowded regular refrigeration. éadstall a 


* quart in 


ae COTTAGE 
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New Meterflo Milk Can Cart M A K 7 


Facilitates Dispenser Loading 


The new cabinet is of all-steel con- 





struction with completely sealed-in 
otte farm. Fiberglas insulation, and is 37” long, 


‘ontrol of 28” wide and 37” high, trimmed in 





id. stainless steel with two stainless steel 
doors that glide easily open or shut. 
It is finished in white hi-baked Dulux 


ee 












HE NEW Meterflo Milk Can 
ic is designed to facilitate han- The First 
dling and minimize lifting of bulk Complete 
, milk cans by food service personnel. COTTAGE 
wo CHEESE UNIT een 
AN 1S?” ARRANGEMENTS 
es for LARGE 
i CURD or 
‘niversity F E A T U R ] N G ar COUNTRY STYLE 
s be ak | The famous KUSEL Tender Heat designed to... 


lasers of 


SPRAY VAT with exclusive '"M" Chan- 
nel Flow Control and reinforced bot- e LOWER PRODUCTION 
tom construction. No need to drain COSTS 


circulating water when vat is empty. 
e@ INCREASE OVER-ALL 
KUSEL Model DL FORKER and AGITATOR YIELD 


Full-skirted protective housing around 
all moving parts for utmost sanitation. @ ASSURE MORE UNI- 


ild make 
It of the 
yarties a 
to final 








»usehold ; Powerful compact drive unit up to 14 FORM TEXTURE, 

t given speeds. Vat-supported 'Center-Poised 

by State end supports. FLAVOR and AROMA, 
one. Send for Bulletin 23-7H 

required Engineered and Manufactured by 

lic’s in- | KUSEL DAIRY EQUIPMENT CO. 

controls, Used to load all floor model Meter- — 2 Se, We. 

hat the fo Bulk Milk Dispensers, the new Can 

nless its Cart easily transports 5- or 10-gallon KUSEL DAIRY EQUIPMENT 
t be as- dairy cans from storage room or truck , Sold by 

ers are to the dispenser. At the dispenser, KUSEL and LEADING DISTRIBUTORS in PRINCIPAL CITIES. 
Ap. the milk can is raised to loading posi- Contact us for names. 
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have resulted in this advantageous Niagara Condenser point the entrained water is elim. thread 





non-sneeze” condition. NEW-DESIGN, evaporative- inated. The air then moves up and and S$! 
~ , , pe refrigera ‘ondenser i out through propeller fans. iusti 
The manufacturer says Wyandotte type refriger nt panera” in adju 
B.W.C. is used alone for bottle wash- Capacties —ore to 240- The hot gas is sub-cooled before to fit « 
; Sscaiee an ton ammonia refrigeration is an- )th 
ing, as a water conditioning additive ig ( 
; nounced by the Niagara Blower first c 
for bottle washing products or for C : NIAGARA Aeropass SECTIONAL CONDENSER ' 
‘ ; szompany. frictio 
cleaning stainless steel plate pasteur- iis iv ; : 
i rhe refrigerant is condensed in two sign, 
izers. It strongly inhibits scale for- ; ; 
val parallel mounted coils enclosing a bly — 
mation on tanks, chains and pockets. , . ; a 
With the i id ¢ central plenum under the fan section. rosion 
1 7] wove St-tree for a, 4 -acr - r 
th the improved dust-tree formula Water sprays are arranged over the produ 
ease of handling B.W.C. around bottle colle and the alc enters fram shove C 
nite we ' ae, 10 
washing machines is now added to travels downward and changes direc- ible : 
its other advantages. tion to enter the plenum, at which ply v 
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This New PORTABLE 
CLEAN-UP 








Will Save You, condensation by first passing through 
La / duo-pass_ pre-cooling coils mounted 
HOURS an Ny beside the fan section. A dry air 


stream crosses this coil, removing the 






















super-heat. Any oil vapor present is 
liquefied during this process and re- 
moved by the “Oilout” separator in 
the gas line ahead of the condensing 
coils. This pre-cooling also prevents 
You can move your “G & H” Clean-Up Pump right up to the job when the high-temperature deposit of hard 
you use this convenient portable unit. 3-Caster Dolly, properly balanced scale on the condensing coils. The / 
for easy handling. Equipped with 60-cycle 3450 RPM Totally Enclosed only water consumed is that evapo- 
Motor. ¥2-1-2-3-5-7 or 10 H.P. Ask for illustrated Bulletin and price sheet. rated. Unrestricted down-draft air in- 
stantly removes the excess water from : 
" " ’ the condensing coils, improving the : 
Performance-Tested 6&u Centtifugal Pumps heat transfer from the 6 gas . 
Designed to serve the exacting demands to the air stream. The excess water | m= 
of the dairy and food processing industry. is recirculated. 
Every “G & H” Pump individually tested “ 
and proved at factory for volume, head, e th 
vacuum. A model for every Offer New Pump Bulletin . 
requirement. Complete in 
Bulletin upon request. ines CORPO- 3 
RATION has just published an | d 
interesting four page bulletin ju 
on their new line of Industrial In- ! 
volute Centrifugal Pumps. Bulletin 
a Te G-513 describes and_ illustrates the 
“Flexflo” Industrial Pumps for even, 
foamless pumping of liquids up to 
120,000 pounds per hour. 
i | 


According to the bulletin, a main 
feature of the “Flexflo” is that it will 
take any of five different pipeline 


KENOSHA, WISCONSIN connections. They are listed as: acme 
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thread, flange, cleaned-in-place lines 
and standard IPS connections. An 
adjustable discharge can be positioned 
to fit any setup. 

Other “Flexflo” features are: low 
first cost; full flow discharge with low 
friction losses; exclusive take-apart de- 
sign, permitting 30-second disassem- 
bly — 60-second reassembly, and cor- 
rosion 316 
product contact surfaces. 


resistant stainless steel 

Copies of Bulletin G-513 are avail- 
able at no charge upon request. Sim- 
ply write to The Cherry-Burrell Cor- 
poration, Dept. J-14, 427 West Ran- 
dolph St., Chicago 6, Illinois. 


Dispenser Features 
Show Window 





AUL H. ANDRES, President of 
the National Association of Ice 


Industries and President of the 
Southwest 


Ice and Dairy Products 
Company of Oklahoma City, is shown 
at left, discussing the Dariomatic 505 
milk vendor with J. Russell Calvert, 
Dariomatic advertising representative, 
at the recent convention of the Na- 
tional Association of Ice Industries, 
which was held at the Biltmore Hotel 
in Los Angeles. The Dariomatie 505, 
with its show window merchandising, 
dispenses milk, chocolate milk, tomato 
juice and a canned soft drink. 


Cold Milk Separator 

NEW Hermetic Cold Milk Sep- 

A arator by Westfalia Separator 

AG, distributed by 

Inc., Englewood, New Jersey, is on 
the market. 


The Hermetic Cold Milk Separator, 
designated MP-S. 


Centrico, 


delivers improved 
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quality cream through reduction of 
acidity. Featuring cream concentra- 
tion by simple external valve adjust- 
the machine gives uninter- 
rupted production of cream with high 
viscosity and a fat content of up to 
40% butter fat, and guarantees separa- 
tion with milk storage temperatures at 
40°F. 


Premium floor space is saved and 


ment, 


cleaning is simplified and substan- 
tially heater and 
cooler equipment and lines do not 


shortened, since 


have to be disassembled, cleaned and 
re-assembled. 


Ladders With 
Retractable Casters 


NEW LINE of all-steel, all- 
A welded industrial step-ladders 

for use in industry, office filing 
departments, stockrooms, libraries, 
banks, assembly floors or wherever 
higher levels need to be reached 
safely, is now being offered by Tri- 
The 


ladders roll easily on four swivel ball 


Metal Company, Berwyn, Pa. 


bearing casters which retract auto- 
matically the instant a person steps 


on the first step of the ladder. Four 


New Retail Routes 


In G months! 





65% 


Increase your sales with the patented 


and scientifically designed 


Richer 


-Pour 
Milk Bottle 


e No changes necessary. 


This is the kind of business the Richer-Pour 
milk bottle brought to one dairy. It is typical 
of the 
dairies in every market where it is introduced. 


Way 


eee eee = 





this bottle brings new sales to 


In another dairy that sells Jersey Milk, they 
increased their premium milk sales from 95 
cases to 160 cases a day. That’s more than 
increase, 
any dairy! 


worthwhile new business for 





Send for sample 
Richer-Pour bottle 
and literature 





Fits right into your | RICHER-POUR BOTTLE, INC. 

equipment line. 33 South Gay Street - Baltimore 2, Maryland 
e No mechanical cream | Please send me a sample Richer-Pour Bottle 

separators to buy. in the size closure checked. 

Richer-Pour separates ! 38mm [ } 48mm [) 56mm [) 

cream simply by pour- ' Name..................-..-2--2-------eeceeeeseeeeeeeees 

ing. - NN oii 1d. episcsoscccdcaannaaeeen 
e Exclusively yours for | Street eee ence ees 

bottling ina given ter- | Giy ees. ilies 

ritory for many years. | 
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Photo shows the “Electronic Controls” Interior of load space shows the blower Cab of one of the Sibley Farm trucks Fa 
located in the right hand side of the cab unit at right rear. Truck body has 4-inch shows plenty of work space outside of W 
space. These controls regulate the elec- insulated walls and 2-inch insulated the refrigerated area. The doors are of , 

tric power so that even temperature doors. Milk can racks and recessed for- the folding type. “Electronic Controls” in 

levels are maintained. ward load space can also be seen. are on the extreme left. W! 

ql 

th 

: ° * * * IBLEY FARMS of Spencer, Mas- 4 
Re rigeration Units, Body Design \ sachusetts has added new trucks i 
employing packaged refrigeration f 


e ° to its truck fleet. Always long on 
Coordinated in Bay State Fleet quality, Sibley Farms is well up front : 
in the trend toward refrigerated retail 
vehicles. 








n 
The new trucks feature a fully insu- \ 
lated body by Boyertown Auto Body ( 
EY Works and a packaged refrigeration ‘ 
a itty unit by the York Corporation. 
The refrigeration unit which is |o- . 
S , cated inside the truck body, is housed , 
ALL ALUMINUM in a single package that weighs a 


CLOSURES 


little less than 200 pounds. Its vol- 
ume is about the same as five milk 
cases. Designed for over-the-road op- 


© Bottling 5 million bottles of eration the unit works off an electronic 
e }\ milk a year? If so, you can have regulator which provides controlled 
Modern e 4 modern cover capping at less than a power at any engine _— 
‘ ! Blower driven cold air produces cool- 
Cover Capping s ae ia Geib tn nur ted. 
at less than iy to believe, but we've got all the p Although Sibley Farms has not had 
Plug Cap Cost ! facts to prove it. Write today! the trucks long enough to comment on 
_ maintenance problems from long first 
hand experience the units were built 
with short refrigeration lines without 
gaskets or joints in order to eliminate 
BASCA MANUFACTURING COMPANY refrigerant leakage. 
( Division of Huyler’s) } 


2222 North Olney Street ¢ Indianapolis, Indiana When the truck is not in operation 





220 volt AC power is used. This was 
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one of the features which had a defi- 
nite appeal at Sibley Farms. Some of 
the trucks are garaged in a neighbor- 
ing town. In addition there was no 
spare refrigeration capacity at the 
plant to take care of the trucks dur- 
ing the night. The simple expedient 
of plugging into an ordinary electric 
outlet 
problem. 


was an easy solution to the 


The trucks are loaded in the after- 
noon and the product maintained at 
a satisfactory temperature through the 


night. 


The refrigeration was designed for 
installation in the new Boyertown re- 
frigerated truck body for either whole- 
sale or retail delivery. In its turn the 
Boyertown body was designed with 
an eye toward housing the York Truck 
Refrigeration System. 


Estimating Mileage 

One caution comes from Sibley 
Farms on the refrigeration system. 
When the trucks are ordered detailed 
information on the mileage the truck 
will be called upon to perform is re- 
quested by the manufacturer in order 
that the refrigeration unit can be 
equipped with the proper pulleys at 
the take-off to provide the necessary 
cooling. The Sibley 
found that it 
mate 


Farms people 
is better to over esti- 


rather than underestimate the 
mileage requirements. The stop and go 
driving, characteristic of a retail route, 
must also be taken into consideration 
when power requirements are being 
estimated. Driving in the congested 
area of a large city requires a pulley 
arrangement that will operate the gen- 
erator even though the truck is mov- 
ing at slow speeds with the engine 
idling a good part of the time. Such 
a pulley arrangement is not a prob- 
lem but the need should be specified 
when ordering. 


The well groomed trucks make an 
exceedingly good appearance on the 
street. Sibley Farms people expressed 
considerable satisfaction on that point. 
Other features that they found par- 
ticularly attractive were the small 
space taken by the refrigeration unit 
and its ability to operate off AC power. 


The trend toward refrigerated trucks 
on retail and wholesale routes is mov- 
ing ahead at a steady pace. The addi- 
tion to the Sibley Farms fleet is 
illustrative of the problems and the 
progress being made. 
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BRUSH COMPANY EXPANDS 
PRODUCTION FACILITIES 


Flour City Brush Company of Min- 
neapolis, Minnesota has commenced 
construction of a new building adja- 
cent to their present 3-story structure. 
The new plant will house equipment 
to increase production of their brushes 
for milling, dairy, brewery, institu- 
tional and janitor supply industries as 
well as domestic brushes. Occupancy 
of the new 10,000 square foot build- 
ing is scheduled for December of this 
year, reports Mr. Claude R. Olson, 


president. Additional space has been 
purchased for automobile parking for 
customers and employees. 


Substantial increase in sales plus 
the addition of new high speed pro- 
duction machines provided the basis 
for their building expansion, reports 
Mr. Olson, one of the original partners 
Nine 


teen hundred and fifty-five marks the 


starting the business in 1913. 


largest production of any year in their 
history with reported sales approxi- 
mating $2,000,000. They 
employ 100 people. 


currently 








you how. 


JUST DROP US A 
CARD OR CALL. 








What Do You Think 


about this question of 


SELLING BUTTER? 


Some Say — 
“It is Profitable” 


Others Say — 
“It is only a necessary 
nuisance” 


From our 75-year experience we know it can 
be made doubly profitable — 


@ it builds milk sales 
e it reduces delivery costs 


We would like to have the chance to show 


We've done it for others and we can do it for 
you — either your own brand or on nation- 
ally advertised butter. 


H. C. CHRISTIANS CO. 


1325 West 15th Street 


om tel 


it 





parade Ane © 


Chicago 8, Illinois 
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TWO-DAY SCHOOL AIMED AT IMPROVED 
KNOW-HOW ON HOMOGENIZER 
OPERATION 


If you’ve had trouble with dairy machinery in your 


plant chances are it is the result of poor maintenance. 
According to records of manufacturers, as high as 80 per 
cent of the mechanical difficulties with dairy machinery 
go back to Poor 


maintenance. maintenance, the 


histories show, is usually caused by a lack of knowledge. 


case 


Manton-Gaulin Manufacturing Company has launched 
a vigorous and continuing attack on this problem. Through 
a series of two schools, attended by jobber representatives 
handling Manton-Gaulin equipment, the 
attempting to raise the general level of operating know- 
how as it relates to homogenizers. 


company is 


Representatives of jobbing houses take a clinical look at the 
insides of a homogenizer at the Manton-Gaulin school. Director 
Robert M. Pray is shown pointing out some of the vital parts. 


Eleven schools have been held so far. Within the 
next two or three months schools will be set up in Denver, 
Seattle, and San Francisco to take care of the far west, 
Manton-Gaulin is, in effect, corps of well 
trained specialists who will be able to offer improved 
service to their customers and who will also extend the 


creating a 


technical aspects of sound homogenizer operation to the 
men in the milk plants. 

The school, as practical as a pair of pants, is under 
the direction of Robert M. Pray, Assistant Dairy Sales 
Manager at Manton-Gaulin. The teaching program is 
based on Mr. Pray’s long shirt sleeve experience with 
homogenizers. 


We had the pleasure of sitting in on a_ portion 
of Mr. Pray’s excursion into homogenizer maintenance. 
Diagrams, charts, new and used parts, a trip through the 
plant were all part of the heavy battery of teaching 
techniques that were brought to bear on the problem. 
A homogenizer is actually a highly specialized kind of 
pump. Partly because he is so intimately connected 
with his subject, partly because he is a good teacher, 
Mr. Pray exemplifies his subject. When the classes are 


in session Mr. Pray really pumps the stuff out. 





PENNSYLVANIA CO-OP BUILDS IMPRESSIVE 
STAND-BY PLANT 


Two hundred and fifty thousand dollars worth of 
modern sharp milk powder plant has just been completed 
by Country Belle Cooperative Farmers at Butler, Penn- 
sylvania. The plant will operate as a stand-by facility at 
first. Principal products will be powdered milk, condensed 
sweet milk, and cream. 

With an eye to economy the new plant was created 
on the site of the former Olson Dairy. The plant was 
modernized and new equipment installed. 

New pieces of equipment added to existing facilities 
included two pasteurizers, a plate cooler, two 5,000 gallon 
cold wall storage tanks, feed pumps, and double effect 
recompression type evaporator. 


According to George Lenz, plant manager, the equip- 
ment gives the plant a high degree of versatility and top 
production. “We make both high and low temp powder 
with equal facility and have produced as much as 750 
pounds per hour,” Mr. Lenz says. 

One of the major additions to the plant was a receiv- 
ing room 80 feet long, equipped with overhead doors. In 
20 minutes a 30,000 gallon tank truck of raw milk can 
be unloaded. 
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The double: effect 
Country Belle plant was the last piece of such equipment to be 
manufactured by the Buflovak Equipment Division of the Blaw- 
Knox Company. Evaporators of this type are now made in the 


recompression evaporator installed in the 


Dairy Equipment Division of the firm in Mora, Minnesota. 
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COMPANY TO MAKE, SELL LOW-COST 
PREFORMER 


I f - 
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A. Operator, Using a “pre-opener,” slips carton on mandrel. 


. Mandrel moves stop and go, carries carton under spreader 
which lays ends flat. 


oO 


. Mandrel next carries carton under glue-rollers, guides which 
fold ends flat, and movable heating pads. 


D. Here carton is expelled by air into cage. 


. Cage carries carton through wax heated into liquid by double- 
wall steam chamber. 


After wax immersion, carton comes up other side. 
Carton again expelled by air through chute into cooler. 


. Conveyed through cooler to harden wax. 


-zsam 


Discharge point. Carton may be conveyed any place by 
extension of ramp, even to filler if desired. No mechanical 
power is needed. 

A new preforming machine for small and medium- 
sized dairies will be made and sold by the Standard 
Carton & Equipment Company. Ad Reinsberg heads the 
new company. 

Mr. Reinsberg resigned as vice-president and sales 
manager of the Automatic Packaging Equipment Com- 
pany of Chicago to devote full time to his new venture. 

He has designed and constructed a small model pre- 
forming machine. It performs carton blanks of brands 
already available to the industry. Starting with a hand 
feed from the operator, the machine folds, glues, waxes 
and cools the cartons automatically. Speed is about 
equal to that of most small model fillers on the market, 
according to Mr. Reinsberg. It will do about 5,000 
cartons in a seven-hour day and will perform all sizes from 
half-pints to half-gallons. It uses the same glue and wax as 
is used on preforming machines of the high-speed variety. 

Mr. Reinsberg has also invented a new paper milk 
carton. Known as the Easy Pour, the carton is cube 
shaped and pours from a lifted opening at the top corner 
of the carton. It will be available with the usual colored 
dairy advertising printed on it and in all sizes from half- 
pints to half-gallons. 


Headquarters of the company will be in Chicago. 
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Sele 


BAX 


a ACTERICIDES 


CHLORINE 


Protect yourself — and protect your sup- 
pliers’ incomes—by suggesting that they use 
a Lo-Bax chlorine bactericide to safeguard 
the quality of their milk production. 


Meare than ever before, Lo-Bax is a sound 
investment . . . because the price of an entire 
year’s supply is less than the loss incurred by 
the rejection of a single milk shipment. Clean, 
white, granular and stable, Lo-Bax is the 
finest dry product of its kind. It dissolves 
quickly, rinses freely and provides quick 
effective bacteria kills. Lo-Bax is free-flowing 
and more convenient to use than ever, too, 
thanks to the new measuring spoon that is 
enclosed in every Lo-Bax bottle. 


Quality milk production requires quality 
protection. And milk can have no finer pro- 
tection at any price than that provided by 
Lo-Bax! Advise your suppliers to use Lo-Bax 
—and use it yourself—to assure positive pro- 
tection in all phases of milk handling. 

Lo-Bax is available in two forms—Lo-Bax 
Special and LoBax-W (with a special wetting 
agent). For literature and/or samples and 
information about the Lo-Bax can-tagging 
program, just write today. 


MATHIESON CHEMICALS 











Butter Storage 
Cheese Curing and Storage 


25 Years Successful 
Experience 


* Protect frozen food 
quality 


* Get faster temperature 
“pull-down” 


* Never any defrosting 


shut down 


Write for Niagara 
Bulletin 105 


NIAGARA BLOWER COMPANY 


Dept. A.M., 405 Lexington Ave. 


New York 17, N. Y. 


District Engineers in Principal Cities of U. S. and Canada 
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HEIL NAMES BULK TANK DISTRIBUTOR 

The Olson Trailer and Body Builders Co. of Green 
Bay, Wisconsin has recently been named a distributor of 
Heil Farm Bulk Milk Pick-Up Tanks by T. A. Burress. 
Director of Tank Sales, The Heil Co., Milwaukee, Wis. 

The Olson Co. will handle sales of stainless steel and 
the newly Heil developed Frigid-Lite Plastic Farm Bulk 
Milk Pick-Up Tanks. Their territory will include north- 
ern Wisconsin and the upper Peninsula of the State of 
Michigan. 


TWO SOUTHERN DAIRY FIRMS APPOINT 
GUNDLACH ADVERTISING AGENCY 
The Gundlach Advertising Division of G. P. Gund- 
lach & Company, Cincinnati “servants to the dairy indus- 
try” for 36 years has been appointed to prepare, direct 
and counsel all advertising and promotion for two south- 
ern dairies during 1956. 


The Gundlach agency has been retained by Golden 
Glow Dairies, Albany, Georgia, and by the Fulton Dairy 
Products, Fulton, Ky. 


George B. Gundlach, executive vice-president of the 
Gundlach organization said that Robert Ruhl will serve as 
account executive for the Albany Georgia account. J]. Fred 
Monroe will be the Gundlach account executive for the 
Fulton, Kentucky, dairy’s service. 

Cc. £. the Gundlach Dairy 
Manufacture & Research Bureau recently completed a 
research and marketing study for the Fulton Dairy Prod- 
ucts firm. 


Lawrence, director of 


® 
DISSOLVE KINGSLEY-ERB PARTNERSHIP 


The partnership which for the past five years has 
operated as Kingsley-Erb and Company 
solved as of November 1, 1955. 


has been dis- 

R. J. Kingsley, former partner, has rejoined Nopco 
Chemical Company as Sales Manager, Vitamin Products, 
Pacific Division, with headquarters in Richmond, Cali- 
fornia. 

R. A. Erb further announces that all activities for- 
merly conducted by Kingsley-Erb and Company will be 
continued by a new firm known as R. A. Erb & Com- 
pany, 60 Alta Street, Arcadia, California, with warehouses 
in Los Angeles, Fontana, Fresno and Arcadia. 


Mr. Tom Cecchettini, formerly of Charles Pfizer & 
Co., Inc., joined the new firm November 7, 1955. Mr. 
Cecchettini has had wide experience in the field of vita- 
mins and related products. He is a native Californian, 
and holds a degree in Civil Engineering from the Uni- 
versity of California, Berkeley. He is also well known in 
the Western States. 


R. A. Erb & Company will continue to represent the 


various trade circles in 
Vitamin Departments of Nopco Chemical Company of 
Harrison, New Jersey, and Richmond, California; Calcium 
Carbonate Company of Chicago, Illinois; Pittsburgh Coke 
& Chemical Co. of Los Angeles, California; Pacific Yeast 
Products, Inc. of Wasco, California; and other leading 
firms serving the feed, dairy and pharmaceutical industries. 
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BUTTER ENEMY NO. 1 


(Continued From Page 59) 


disclosed that liner treatment was totally neglected or only 
haphazardly applied. 

There are, however, other factors accepted as basic 
for corrective or preventive steps to control mold. First 
things first, the raw material as handled at the producer's 
level should be given attention. Efforts should be made 
to insure that raw material is properly handled, stored, 
and forwarded to the manufacturing plant in a good and 
sanitary condition. 

The steps in the manufacturing phases must be 
viewed with a cautious and investigating eye. All equip- 
ment from the initial dumping stage at the receiving room 
to the final cooler storage space must face a routine but 
scrutinizing inspection. A cleaning schedule should be 
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Treating butter liners by boiling for 30 minutes in a 15% salt 
tion is rec ded. Picture shows equipment for this process. 





followed that finds its entire theme based on the old 
axiom “cleanliness is next to Godliness.” 


In mold control the most vital manufacturing imple- 
ment—the churn—requires the closest attention. The ideal- 
istic solution to mold control at this level is the all metal 
churn, but as the wooden drum churn prevails to the 
greater degree, it should be noted that this type, with its 
many points of possible contamination, i.e., wood pores, 
plant separations, silver scars, bruises, sealing compound 
fissures and miscellaneous hardware connections are most 
excellent sources of mold accumulations and contamina- 
tion. A series of progressive manufacturing tests have 
shown that mold counts were often held to an acceptable 
minimum until upon removal from the churn tests of the 
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The Lifetyme Brothers Sing: 


| im) 
First we were two, 
but now we're three 


Mr. Rectangular; 
that is me 








—_ , 
iy 

SPACE- 

SAVER 


RECTANGULAR 


Yes, a new member has been added to 


the Lifetyme line of refrigerated and 
storage tanks. It’s — 


/A-P-€ LIFETYME Beanery 


The last word in floor-space sav- rs } 
ing, this new A-P-C design pro- = 
vides maximum capacity in an 
attractive new design. Uses same 
system of cooling chambers as 
other tanks to provide exact cool- 
ing capacity required. Easily ac- 
cessible for cleaning. 


ERMA TT shace-savere 
rn 


Offers greater capacity per- 
square-foot of floor space than 
round tanks. Available in wide 
range of dimensions and capaci- 
ties. Has all the features famous 
in A-P-C Refrigerated tanks. 


CMA Bcmaster 


Unique in quick adaptation to 
your individual needs. Horizontal 
segments and rings provide All- 
Directional Full-Flow Cooling 
Chamber for any cooling propor- 
tion — better cooling. 

Write for prices on the A-P-C 
Tank and capacity that fits your 
needs best. 


ALLOY PRODUCTS CORP. 


CRAFTSMEN IN STAINLESS STEEL 
1065 Perkins Avenue e Waukesha, Wisconsin 
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VOUS for protection ... 














The smooth, rugged film of-- 


ORANGE SOLID OIL 


--is famous for 
protecting machinery 


Keeps production--UP! Maintenance repairs--DOWN! 
Saves bearings, material, power, time...and...labor. 


Lasts two fo four times as long as ordinary greases. 


Dien courage and iron jaws equip the bull dog with a pro- 
tective capacity that is world famous. Orange Solid Oil is 
famous, too, for its capacity to protect vital equipment. Used 
and recommended by leading makers of dairy, creamery, 
cheese, and ice cream machinery and equipment because-- 
it does a super-efficient lubricating job...and...it stays on the 
job four times longer. 


1--Pure, unadulterated petroleum 
solidified oil 

2--Practically odorless, tasteless, 
and transparent 

3--Will not turn rancid--free of animal 
and vegetable fats 

4--Cannot pit bearings--contains 
no alkalis 

5--Non-corrosive--will not gum, cake, 
dry, or harden 

6--Contains no fillers or abrasive 
of any kind 

7--For use in all Alemite and Zerk 
fittings, and grease cups. 


For positive lubrication protection--use Orange Solid Oil. It 
will help you minimize production shut-downs...reduce main- 
tenance costs...and...keep your output high. 


Over 200 leading distributors 
from Maine to California 
stock Orange Solid Oil. It is packed 
in 4 oz. tubes...and...1, 10, 25, 
100, 225, and 375 pound containers. Quick 
delivery from your local dis- 
tributor. If he can't fill your order-- 
phone, wire, or write for name and 
address of your nearest source of supply. 








Famous | wbricanl 


Phone--BOulevard 8-2555 
124-132 West 47th Street * Chicago 9, Illinois 
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butter disclosed exceedingly high counts, thus offering 
conclusive evidence that the root of much mold evil lies 
in churn contamination. 


Again the simple, inexpensive and logical treatment 
of a scalding salt solution is the sound answer. Regardless 
of any mold difficulty, all creamery managers should insti. 
gate a routine churn treatment which, when faithfully 
adhered to as a part of the daily routine, will aid immeas. 
urably toward mold control. After each day’s operation. 
each churn used should be filled to the churning level 
with pure, hot scalding water to which is added a good 
portion of rock salt. The churn should then be allowed 
to revolve about 20 to 25 minutes at regular speed, re- 
versed occasionally and dumped. This procedure should 
be followed by a bath of pure cold water. The hot bath 
allows for the penetration of the fat film adhering to the 
drum and the crevices that might be the cause of mold 
development. The cold bath seals the once opened and 
treated pores and possible trouble spots, thus sanitizing 
the entire churn. A quick rinse prior to use the following 
day gives a sound operating and sanitary churn. It is a 
definite, positive step toward advanced mold control. 


Many other accommodations for mold contamination 
and growth are found in damaged plant flooring. Cracks 
and chips where water and other foreign matter can ac- 
cumulate are places where mold can get a good start. 
Plant walls and ceilings that do not have a smooth and 
washable finish are possible trouble locations. Supph 
storerooms that are not dry, clean, well aired and lighted 
have often been the source of original mold growth. Coole: 
space which is not cold, dry, clean, well lighted and 
equipped with raised storage platforms are prime spots 
for mold growth. 


Proper handling during the storage period is impor- 
tant. Generally this is done reasonably well. Storage 
companies are fully cognizant of their responsibilities and 
retain proper freezing temperatures, clean, dry and orderly 
premises which are all sound, anti-mold procedures. 
To the butter industry, especially to that portion at 
the manufacturing level, the problem must receive prime 
consideration for it is at that level that the evil of mold 
most often originates. 
Mold, however, is a 
body’s job to beat it. 


common enemy. It is every- 


LETTERS TO THE EDITOR 


(Continued From Page 18) 


bananas have a high degree of satiety. Also in extensive 
tests we found that even people who did not like to eat 
bananas liked to drink them! 

Am enclosing a couple of our mailing pieces—I be- 
lieve the easiest way to mash a banana is with a fork 
and measuring cup—a wonderful result may be obtained 
if one hasn't a machine. The first 27,000 we made were 
beat in this manner. Thanks again. 

Sincerely, 


Banana Burt. 


For further information on Mr. Burt and his Drink A 
Banana promotion write to Drink A Banana, Inc., Bourne, 
Mass, 
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'|ASSOCIATION NEWS 











EIGHTEEN GRADUATE FROM M.1.F. COURSE 


Eighteen representatives of milk companies through- 
out the United States were graduated from the Sales 
Training Institute of the Milk Industry Foundation here, 
bringing to 774 the total of graduates since the Institute 
was started in April 1951. 


Those graduating from the latest class and their com- 
panies and home addresses are as follows: 
Seated (left to right): Nicholas Cioffi, 
Cream Corp., New Haven, Conn.; Jack Meyer, Durling 
Farms, Westfield, N. J.; Edward A. Harnisch, Dairymen’s 
League Coop. Assn., Inc., Brooklyn, N. Y.; Charles R. 
Landon, The Borden Co., Madison, Wis.; Alex C. Stewart, 
Golden Dairies, Albany, Ga.; Cecil C. 
Teague Farms, Montgomery, Ala.; Gene T. Peterson, Bor- 


General Ice 


Glow Vaughn. 
den’s Dairy, Ft. Lauderdale, Fla. 

Standing (left to right); George J. Sigmund, Valley 
Dairy Co., E. Pittsburgh, Penna.; William Humphrey, 
Mid-West Creamery, Ponca City, Okla.; Herbert E. White- 
head, Dairvmen’s League Coop. Assn., Inc., New York, 
N. Y.; Vernon H. Johnston, Round Top Dairies, Inc., 


Damariscotta, Me.; Joseph Tomidy, Hamelines Dairies, 


Utica, N. Y.; Forrest I. 


Fla; Thomas W. Douglas, Milk Industry 


Educational Director; Joseph H. Janney, Martain-Century 





MODEL 310- 
9 Square Quart Cases 


THERE'S A 
STYLE AND SIZE CABINET 
TO MEET YOUR NEEDS 





Cold Seal Cabinets are avail- 


able in a variety of sizes for 


both front end and Side 
Mounting — for Paper and 


Glass cases. 
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XUM 


Greene, Borden’s Dairy, Tampa, 
Foundation, 





Lloyd Minor, Creamland 
Owen, 


Penna.; L. 


Lensdale, 
Dairies, Inc., Albuquerque, N. M.; Charles T. 
Green Spring Dairy, Baltimore, Md.; Robert C. Kissam, 
Creamland Dairies, Inc., Albuquerque, N. M.; Jesse E. 
Morrison, Diamond Milk Products, Inc., Columbus, O. 


Farms, 


MILK INDUSTRY SALES INSTITUTE 

TO TRAIN CANADIAN INSTRUCTOR 

When the Sales Training Institute of the Milk In 
dustry Foundation began its newest class on January 30, 
the course included a representative of the government 
of Quebec, Canada. This member of the class returned 
to Canada to organize sales training clinics in Quebec 
for the benefit of French-speaking milk salesmen there. 
Vice- 


The student from Quebec was P. E. Begin, 


PROTECT HOLD-OVER PRODUCTS 
IN THE TRUCK FOR FOLLOWING 
DAY DELIVERIES!!! 





The Check-Out, Stay-Out System of product handling per- 
mits unsold milk, cream, butter and other dairy products 
to remain in the truck when deliveries are completed. 
This Makes You More Money, and ends the costly process 
of checking in milk and other unsold products and then 
checking them out again the next day. 


PLUS THESE ADVANTAGES ON THE ROUTE: 


« Products kept cold and Free from dirt and dust. 
No Summer Spoilage — No Winter Freezing. 
» No Lost Motion in making Deliveries. 


For Complete details write for FREE literature. 


MANUFACTURING 
Qwinrkkx 


COMPANY 


CUDAHY, WISCONSIN 
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Light Weight, Easy Handling 
Make United Cases Popular 


pin plant or truck, your product is handled with 
greater care, because workmen like the sturdy rugged- 
ness and constant convenience and lightweight of 
United's all-welded, steel wire cases . . . for glass 
bottles or paper containers. 


D Your plant can profit from United's labor-saving, 
theft-preventing, long-lasting, cost-reducing dairy 
products handling equipment. 























® Write for “Bulletin 256 — Full Details” 


137 FONDA AVE., BATTLE CREEK, MICHIGAN 
BRANCH PLANT - - - - WILKES-BARRE, PA. 
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Principal of the dairy school at St. Hyacinthe, which jg 
conducted by the Department of Agriculture of the | 
Province of Quebec. The rules concerning enrollment jn 
the MIF sales Institute were waived in this instance s 
that he could attend. 


The Department of Agriculture of the Province of 
Quebec pointed out that the French-speaking sales map. 
agers of the milk companies in that province would not 
obtain full benefit from the class if they attended it them. 
selves, in view of the language barrier. 


Thus, after Mr. Begin learns his lessons in English, 
he will go back and transmit them in French to the Cana- 
dian milk salesmen in a course to be conducted at the 
dairy school at St. Hyacinthe. The Quebec Government 
is paying his registration fee for the MIF Institute sessions. 


é 
DAIRIES REPORT RESULTS FROM SAMPLING 


More than half (53%) of the dairies in the United 
States leave product samples with prospects and regular 
customers as a_ sales-stimulating practice, according to 
the National Association of Sanitary Milk Bottle Closure 
Manufacturers. 

Of the dairies engaging in sampling, seven in 10 
consider it a good sales technique, according to results of a 
national survey of dairies conducted for the association 
by Arndt, Preston, Chapin, Lamb & Keen, Philadelphia 
advertising and public relations agency. 


Sampling efforts result in average increases of 5 per 
cent in new home-delivery accounts and increased orders 
from regular customers, some sales managers reported. 


Sampling of prospects for new home-delivery ac- 
counts is standard practice for all dairies engaging in the 
practice, while four out of five of these dairies follow the 
procedure with regular customers, too. 


Quart bottles of milk are generally left with pros- 
pective home-delivery accounts, while regular customers 
are most likely to be sampled with quart bottles of flavored 
items—orange or grape beverages, for example, or choco- 
late milk—12 or 16-ounce containers of cottage cheese. 

The survey indicates that sampling by means of reg- 
ular driver-salesmen, or by full-time dairy sales promotion 
men, had better results than use of outside or temporary 
“campaign crews.” Established welcoming services for 
new move-ins, and special sampling programs for new 
mothers, also receive favorable comment. 

About one dairy in four, of those using sampling, 
supports these campaigns with additional advertising and 
promotion literature. 


* 
COLLEGE CLUB HONORS DAIRYMEN 


Two state dairymen—E. E. Freeman of Modesto and 
George Dondero of Petaluma—were honored at a recent 
banquet of California State Polytechnic college’s Los 
Lecheros campus dairy club. Student dairymen also were 
honored for work done in the department. 


Freeman, a Holstein dairyman, and Dondero of the 
Cooperative Creamery Association were given honorary 
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lifetime memberships into the college group. Dondero, 
now retired, was for 32 vears manager of the co-op. 


The G. M. Drumm perpetual trophy, presented by 
Robert Roumiguiere, former Cal Poly dairy student, was 
made to Robert Fox, Santa Rosa; Stanley Jones, Ojai, and 
Frank Espinola, Manteca. The senior trio were voted 
outstanding during their college careers. 


Donald Brewer of Oakdale received the Golden State 
award for the outstanding advanced student in dairy 
judging. The award was made by H. A. Jacobsen of San 
Luis Obispo. 


Ten students received belt buckles for participation 
in intercollegiate judging. They were Brewer, Dan Hol- 
lingsworth of Pomona, Douglas Maddox of Laton, Jack 
Dei of Sebastopol, Roger Massey of San Bernardino, Nor- 
man Gomes of Hanford, Paul Spitler of Long Beach, 
Robert Berry of Burlingame, Harold Clements of Visalia 
and Troy Jeffries of Hanford. 


Dairy product judges honored were James Dolan of 
Sacramento, Ronald Fleming of Oakland, Joe Madden of 
Dodge City, Kan., and Jones. 


SPEND MORE FOR ALCOHOL DRINKS THAN 
FOR MILK 


American people spend more for beer and whiskey 
than they do for milk, a milk industry leader reported at 
the 15th Annual Dairy Short Course at West Virginia 
University. 

Richard J. Werner, executive director of the Milk 
Industry Foundation called upon all elements of the dairy 
industry to organize more closely to promote greater con- 
sumption of milk and to combat public misconceptions 
about the industry. 


Werner reported that, in 1954, Americans spent $6.3 
billions for beef; $5.5 billions for milk, $5.1 billions for 
tobacco, and $9.2 billions for alcoholic beverages ($4.9 
for beer and $4.3 for hard liquor). However, he noted 
that all dairy products, including milk, cheese, butter, ice 
cream, etc., have a total of about $9 billion in retail 
sales annually. 


Pointing out that the fluid milk industry has been on 
the defensive for many years and that there is much pub- 
lic misunderstanding of the industry, Werner stated: “To 
carry the truth about the milk industry to the consuming 
public we must organize our offensive team. Until re- 
cently, there has been too much producer versus distribu- 
tor, distributor versus labor, the publisher versus both, 
and the consumer bewildered by it all. The fact is, the 
milk industry has not had an offensive team until recently.” 


The public is not aware of the vast number of im- 
provements and economies that have been developed in 
the fresh milk industry in recent years, Werner said. He 
listed 22 such improvements, including short-time con- 
tinuous pasteurization, vitamin enrichment of milk, homo- 
genization, mechanization of milk plant operations—with 
some automation, and the introduction of bulk handling 
processes from farm to milk plant that eliminates the 
costly handling of traditional 40-gallon milk cans. 


Werner pointed to six areas in which he said the milk 
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with Tropical Wet-Wall-White 


... the hard gloss enamel you apply immediately 
after wiping off excess moisture. Dries dustfree 
in an hour, hard overnight. This fungus-resistant, 
washable enamel adheres tightly to interior 
plaster, wood, brick or concrete walls or ceil- 
ings. Avoid production delays. Wherever you 
have a steam or condensation problem, Tropical 
Wet-Wall-White is the answer! Send for com- 
plete details! 


SENT FREE! 


Milk Plant Maintenance Painting 
Survey Shows how to Save Money 


Milk plant maintenance men joined 
with paint chemists to analyze the 


sane best paint systems for durability and 
mavens economy on all types of —— 
: and surfaces. This survey condenses 
ae their findings into 14 practical paint- 


z ing systems that will save time and 
money for you. It is FREE—write 
_— for your copy today! 


TROPICAL PAINT COMPANY 
1172-1290 W. 70th St., Cleveland 2, Ohio 


Heavy-Duty Mainte © Paints Since 1883 


ROPICAL 


SUBSIDIARY of 
PARKER RUST PROOF COMPANY 
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industry must concentrate more effort. These included: 
training men for supervisory and executive positions, cre- 
ating a wider variety of items to increase sales; study of 
changing trends in outlets for milk; preparing for a shorter 
work week; improving the attitude of milk plant labor, 
and the solution of maintenance problems growing out of 
increasing mechanization in the milk plant. 


Milk, he added, is the best food buy because it pro- 
vides a larger amount of nutrition for approximately 12 
cents a pound than any other food. “Milk provides 30 per 
cent of the nation’s animal protein at about one-half of 
the cost of other animal protein’s,” he said. 


FORM MILK CARTON QUALITY GROUP 

The Milk Carton Quality Preforming Council has 
been formed by a group of manufacturers of preformed 
milk cartons for the purpose of maintaining a quality 
control program in this field. 


The MCQP is at present engaged in preparing a code 
for proper operation of plants preforming milk cartons. 
The code is to be patterned after the requirements of the 
U. S. Public Health Service and other state and local 
control agencies. In addition, the MCQP is developing 
standards for preformed cartons of the Pure-Pak type. 


One of the important functions in the MCQP is to 
act as a clearing house for the dissemination of new ideas 
and methods in the field of milk carton preforming. 


Meetings will be held semi-annually, at which time 
technical problems pertaining to paper board, carton 
forming, carton filling, testing, labeling, storage, bacterio- 


logical sampling, etc., are to be discussed. 


Membership is open to all segments of the industry 
interested in milk carton preforming and filling. 


Headquarters for the MCQP are at 228 North LaSalle 
St., Chicago 1, Ill. Harold Waines has been appointed 
secretary. 


BROCK SEES RISE IN MILK DRINKING 


Milk Consumption Will Continue to Rise in 1956 
Industry Leader Says 


Fluid milk consumption, up four per cent in 1955 in 
the U. S., will continue to rise in 1956, according to C. Ray 
Brock, president of the Milk Industry Foundation. 


In a year-end statement and forecast, Mr. Brock, of 
New Haven, Conn., declared that gloomy speculations 
about the future of U. S. milk consumption made by the 
Department of Agriculture failed to take into account the 
effects of expanded advertising and merchandising etforts 
on the part of the dairy industry. Nor did they take into 
account, he said, the promising possibilities for develop- 
ing new channels of milk distribution and for devising 
new varieties of milk products. 


Milk sales promotion can be based upon two impor- 
tant facts, Brock pointed out. One is that despite regional 
variations in price, milk continues to be the outstanding 
food buy, providing more nourishment at less cost than 
any other food, and the second that the real price of 
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milk, in terms of the amount of working time required 
to earn a quart of milk, is constantly going down. 
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INDUSTRY LEADERS FIGHT POLIO 


INDI 


Leaders in the butter, eggs and cheese industry's sy 
drive for the 1956 Greater New York $3 million Appeal indic 
of the National Foundation for Infantile Paralysis who he | 
met recently at the Mercantile Exchange Building (New Man 
York City) to plan for trade-wide participation in the deliv 
fund-raising campaign, were: (seated, |. to r.) Milton Spiri- i? 
tus, Spiritus Cheese Co.; Frederick C. Lowenfels, Hotel reciy 
Bar Food, Inc., division chairman; Arthur Welton, New snap 
York Life Insurance Co., speaker; Henry A. Walton, saat 


Hunter-Walton & Co.; (standing, |. to r.) Maurice M. 
Ganz; Llewellyn Watts, Jr., Watts & Sons; George C. 
Jaeger, George C. Jaeger & Co.; Dick Edson, East Smith- 
field Farms, Inc.; and Ed Kern, N. C. Kern, Inc. Present 
at the meeting, but not shown in the photo, were: C. 
Charles Dinesco, Zenith-Godley Co., Inc., co-chairman, 
and Stanley C. Fenton, Britten-Fenton Co., Inc. 


HOLSTEIN-FRIESIAN MEMBERSHIP INCREASES 

The Board of Directors of The Holstein-Friesian As- 
sociation of America, meeting in Brattleboro, admitted 
547 new members. 





Coupled with the 837 admitted in June, this makes 


a total of 1,384 new members added to the Association's c 
growing membership rolls in 1955 and brought the total o 
membership to 46,283. FA 
NC 
The 547 new members originated in 42 states. Penn- o1 
sylvania leads the field with 80. New York, close behind FC 
with 76 is followed by Wisconsin, Ohio and Michigan in HE | 
that order. 
The Holstein cow’s skyrocketing popularity in the 
South is reflected in the fact that 60 of the 547 new 
members are from states below the Mason-Dixon line. 
* 
COLUMBUS MILK DISTRIBUTORS ASSOCIA- 
TION NAMES NEW OFFICERS i 
Fred Pestel, President of Pestel Milk Company, Inc, } 


was elected president of the Columbus Milk Distributors - 
Association. Pestel succeeds K. W. Lewis, General Man- 
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ager Of the local branch of Fairmont Foods Company. 
Huhg Stickel, Manager of Borden’s Hamilton Milk Com- 
pany, was elected vice-president. William H. Morgan 
of Beatrice Foods Company was re-elected treasurer. 
W. Bill Webb, Jr. was re-elected secretary. Association 
offices are at 1309 East Broad Street. 

Elected to the Association’s Board of Trustees were 
David A. Davis, Borden’s Moores & Ross Company; Ray 
Eichenberger, Diamond Milk Products, Inc.; Anton Keller, 
ll, Harmony Farms, Inc.; Ray Wetherell, Wetherell 
Dairy; Fred Gabel, H. L. Gabel & Sons Dairy; Thomas 
H. Hislop, Deerlick Dairy, Inc., Donald Hughes, Tippe- 
canoe Spring Dairy; C. W. Allen, Allen Milk Company; 
W. G. Elliott, Westerville Creamery; Mr. Pestel; Mr. 
Stickel; and Mr. Morgan. K. W. Lewis is an ex-officio 
member of the Board. 


2 
INDIANA RESTAURANT OWNERS WANT HELP 


Indiana Dairy Products Association reports that res- 


taurant would welcome more merchandising 


and promotion aids in moving dairy products. This was 


operators 


indicated by visitors to the joint dairy industry booth at 
the Annual Convention of the state’s restaurant executives. 
Many commented that they never see any one but the 
delivery men. One of the promotional pieces distributed 
by the association at the restaurant show was a quantity 
recipe booklet products. They were 
snapped up by operators of school, hospital and other 
institutional feeding establishments. 


featuring dairy 





USP. UNITED STATES PHARMACEUTICAL STANDARDS 


SANITARY— PURE 
ODORLESS —TASTELESS 
NON-TOXIC 


CONTAINS NO ANIMAL OR VEGETABLE 
FATS. ABSOLUTELY NEUTRAL. WILL 
NOT TURN RANCID — CONTAMINATE 
OR TAINT WHEN IN CONTACT WITH 
FOOD PRODUCTS. 


This Gime Mist-like AKYNES-SPRAY 
should be used to lubricate: 
SANITARY VALVES 
HOMOGENIZER PISTONS — RINGS 
SANITARY SEALS & PARTS 
CAPPER SLIDES & PARTS 
POSITIVE PUMP PARTS 
GLASS & PAPER FILLING 
MACHINE PARTS 
and for ALL OTHER SANITARY MACHINE 
PARTS which are cleaned daily 


THe MODERN HAYNES-SPRAY METHOD OF LUBRICATION CONFORMS WITH 
THE MILK ORDINANCE AND CODE RECOMMENDED 
BY THE U.S. PUBLIC HEALTH SERVICE - - - 

The Haynes-Spray eliminates the danger of con- 
tamination which is possible by old fashioned 
lubricating methods. Spreading lubricants by the 
use of the finger method may entirely destroy 
previous bactericidal treatment of equipment 


THE HAYNES MANUFACTURING CO. 
709 Woodland Avenue - Cleveland 15, Ohio 





THE IAYWES-SPRAY THIN FILM: LUBRI- 
} CANT HAS HUNDREDS OF APPLICATIONS 


A HOME & INDUSTRY 
PACKED 6-12 NS PER CARTONS, ROLL-EASY DOLLIES + ROLL-EASY CASTERS + TABLE CARTS + CAM CARTS + CARRY-BASKETS 
SHIPPING W rT 


SMAP-TITE NEOPRENE GASKETS + NEOPRENE COVERED WRENCHES + “SLIP” CHAIN LUBRICANT 
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REVEAL RESULTS OF 10-YEAR INDUSTRY STUDY 
IN NEW JERSEY 

A study by the New Jersey Milk Industry Association, 
Inc., covering a ten-year period reveals that: 

1. The sale of milk from companies to stores has 
not increased appreciably during the past ten years. 

2. Milk delivered to the home directly from the 
company has suffered a steady decline over the past 
ten years in both ends of the state. 

3. The of milk 


has shown a steady increase over the past ten years in 


sale to sub-dealers by companies 
both ends of the state, but more rapid in North Jersey 


than in South Jersey. 
4. Sale of milk to restaurants from companies has 
declined steadily over the past ten years. 


to 
increase the sale of milk to schools, especially in North 


5. There seems to be an excellent opportunity 


Jersey. 

6. The figures would seem to indicate that the indus- 
try in South Jersey has an excellent opportunity to increase 
its sale of homogenized vitamin D milk. 

7. There appears to be a good opportunity for the 
industry in both areas of the state to increase the sale 
of high test and premium milks. 


8. The sale of both chocolate milk and chocolate 


drink in both North and South Jersey has not increased 


over the past ten years. 





HAYNES SNAP TITE GASKETS 


“FORM-FIT” WIDE FLANGE 
HUGS STANDARD BEVEL 
SEAT FITTINGS 













-= MOLDED TO 
~* PRECISION STANDARDS 





ra 


DESIGNED TO 
SNAP INTO 


DURABLE FITTINGS 


GLOSSY SURFACE 


} LOW COST...RE-USABLE 
) LEAK-PREVENTING 
NEOPRENE GASKET for Sanitary Fittings 


( Check, SNAPTITE Adaantagee) 


Tight joints, no leaks, no shrinkage 





Time-saving, easy to assemble 


Sanitary, unaffected by heat or fats Sell-contering 
No sticking to fittings 
Non-porous, no seams or crevices 

Eliminate line blocks 
Odorless, polished surfaces, easily cleaned Help overcome line vibrations 


Withstand sterilization Long life, use over and over 


Available for 1”, 1%", 2”, 2%" and 3” fittings. 
Packed 100 to the box. Order through your dairy supply house. 


THE HAYNES MANUFACTURING CO. 





709 Woodland Avenue Cleveland 15, Ohio 














FOR EVERY 
FILLING OPERATION 





FORT WAYNE CAN FILLER 


Primarily for Five Gallon Dispenser 
Cans and Small Delivery Cans 








BARRETT CAN FILLER 


For Dispenser Cans and for Filling Five and 
Ten Gallon Cans with Milk, Ice Cream 
Mix and Other Heavy Products 


Fort Wayne Dairy Equipment 
C 0 M P A N Y 


Established 1906 


1600 Winter Street 
Fort Wayne Indiana 
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EMPLOYEE EDUCATION PROGRAM AN. 
NOUNCED BY PENNSYLVANIA MILK 
DEALERS ASSOCIATION 


After two years of intensive research and production, 
release of an industry-wide Employee Education Program 
has been announced by Charles R. DeHaven, director of 
public relations, Pennsylvania Association of Milk Dealers. 


The program is designed primarily for consumption 
by the milk processing and distributing industry’s 31,000 
dairy employees. 


The educational campaign, written and illustrated by 
Mr. DeHaven, will take each employee through six major 
industry classrooms starting with a pamphlet covering 
dairy industry history, and ending with a pamphlet stress. 
ing importance of consumer attitude. Other pamphlets 
give employees a thorough background knowledge of the 
Pennsylvania Milk Control Law and various economical 
factors governing the dairy industry and affecting the 
public. 


The program is expected to take a minimum of 14 
weeks for proper execution once it is initiated in each 
dairy plant. Although the program was designed for 
educating dairy employees, four of the six pamphlets will 
be of great interest to dairy farmers, milk consumers and 
other “dairy publics.” 


NDC MULLS TV PRESENTATION 
OF NUTRITIONAL PROBLEMS 


How can television be used to help Americans eat 
better? Are there special nutrition problems in the United 
States which TV could help combat by presenting scien- 
tific information to viewers? 

Do overweight persons need help? If so, what man- 
ner of presentation will best communicate to them the 
facts of nutrition they need to know? What about recom- 
mended eating habits for our elder citizens over 55? Or 
teenage girls whose diets today will influence their health 
us mothers just a few years from now? 


Searching questions such as these were considered 
here recently by a panel of experts from the fields of 
nutrition research, government, education and communi- 
cations at a special meeting sponsored by the National 
Dairy Council. 


Through this conference, and others held previously, 
NDC hopes to prepare for the Educational Radio and TV 
Center (Ann Arbor, Mich.) a prospectus on major nutti- 
tion problems which need public presentation and under- 
standing. The Center is an organization, sponsored in 
part with funds from the Ford Foundation, which assists 
the over-all educational TV movement in programming. 
At the request of and with the cooperation of NDC, the 
Center is considering along with other important projects 
the best ways of preparing educational programs on the 
subject of human nutrition. 


Commenting on the TV conference, Milton Hult, 
NDC President, said: “The National Dairy Council had 
long been interested in television as one of the newer 
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qvenues for nutrition education. With the educational 


TV stations and recent efforts to improve the quality and 


increase the number of educational programs on com 
mercial stations, we are actively concerned with the po- 
tentialities of the medium.” 





The above photo was taken at the conference. Seated 
at the conference table, left to right, are: 


Miss Jessie E. 
Heathman, Assistant Extension Editor, University of 
Illinois; Miss Marjorie Heseltine, Chief, Nutrition Section, 
Division of Health Services, Children’s Bureau, U. S. De- 
partment of Health, Education and Welfare; Dr. C. A. 
Elvehjem, Head, Department of Biochemistry, Dean of 
School, Richard J. 
Cech, Director, Public Relations, Pure Milk Association; 
Dr. Zoe E. Anderson, Director of Research and Nutrition 
Service, National Dairy Mr. Hult; Robert B. 
Hudson, Program Coordinator, Educational Television and 
Radio Center; Dr. Robert E. Shank, Department of Pre- 
ventive Medicine and Public Health, Washington Univer- 
sity, (St. Louis); Dr. Elizabeth Neige Todhunter, Dean, 
School of Home Economics, University of Alabama; Dr. 
Herbert E. Longnecker, Vice-President, Chicago Profes 
sional Colleges, University of Illinois. 


Graduate University of Wisconsin; 


Council: 


NDC staff members seated in the background, left 
to right, are: William S. Epple, Assistant Director, Public 
Relations; Miss Elizabeth Beyer, Director, Materials De- 
velopment Service; Miss Alice M. Cooley, Director, Pro- 
gram Service; Miss Grace O’Keefe, Program Consultant, 
Department of Affiliated Unit Service; Dr. Ethel Austin 
Martin, Special Consultant to NDC; and Dr. Ralph A. 
Eastwood, Director, Affiliated Unit Service. 


STATE COLLEGE OF WASHINGTON TO 
HOLD 25TH INSTITUTE OF DAIRYING 


Plans are under way to make the 25th annual State 
College of Washington Institute of Dairying, slated fou 
March 12-15, 1956, an outstanding educational dairy 
event. Dr. H. A. Bendixen has directed these Institutes 
annually, except for the war years, since 1928. Guest 
speakers of national renown in the dairy science field 
will participate in the program. Among these will be 
Dr. D. V. Josephson, Head of the Department of Dairy 
Husbandry, Pennsylvania State University; Dr. H. C. 
Olson of the Department of Dairying of the Oklahoma 


A. & M. College, and Dr. R. W. Bartlett, Professor of 


Agricultural Economics at the University of Illinois and 
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MULTI-POWER 
HARD WATER CLEANER 
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Klenzade “‘Multi-Power” is a top quality 
cleaner specifically designed for hard water 
areas. 

POWERFUL DETERGENCY 

. rapid soil penetration and emulsifica- 
tion. 
HIGH SEQUESTERING POWER 

. . . keeps water-hardness minerals in sus- 

pension .. . no water spotting. 
BALANCED ALKALINITY 
. alkalinity is buffered to maintain con- 
stant alkaline cleaning power. 
CORROSION CONTROL 

. .. the ideal cleaner where steel and iron 
parts are included in daily clean-up. 
100% ACTIVE INGREDIENTS 

. « « No inert fillers or carriers. Every ounce 
does its full duty. 

EXCELLENT WATER CONDITIONER 


. . « designed for use in hardest of waters 
. . up to 50 grs. per gallon hardness. 


Prevent waste and high cost of over-use 
of ineffective cleaners, by starting now with 
Klenzade Multi-Power . . . “‘a little does a lot.” 


Klenzade Man Near You” 
“EIRST IN CLEANING CHEMICALS” 


KLENZADE PRODUCTS, INC. 
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Here’s 


. to get your Milk Route Salesmen to read 
and talk about the training literature you buy 
for them. 


That’s always a problem, you say. 


Well, my monthly publication, “On Top of 
the $ Ladder,” not only features the “Lucky 
Buck” edition, which keeps your men pepped 
up, but also this year | am conducting a base- 
ball contest, paying cash prizes to the Milk Route 
Salesmen who best predict how the major league 
baseball teams will stand after the games on 
July 4th, and also how they will stand at the 
close of the regular season. 


This contest will keep your men talking — 
and looking for the training literature because 
four of every five of your men are baseball- 


minded. 
Let me hear from you now. 
For larger dairies, this service will run about 


10 cents (or less) a man. Slightly higher for 
smaller dairies. 


Luther A. Kohr. 


LUTHER A. KOHR 
DAIRY ENTERPRISES 


P. O. BOX 501 YORK, PA. 


Please rush me complete details of your baseball 
a ee Route Salesmen. This is 
merely an inquiry which is not to obligate me in any way. 


(Name of person to receive information) 
(Name of Dairy) 


(Street address, etc.) 


ADVERTISEMENT 
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many others who are leaders in dairy education and 
industry. 


Scoring contests open to the world will again be | 


staged with entries expected from many states, Alaska 
and Canada as in the past. Quality clinics and judging 
contests will also be part of the program with handsome 
prizes provided by numerous dairy equipment and supply 
houses being offered in all contests. 


Special sessions for milk sanitarians, planned by the 
Washington Milk Sanitarians Association, will be held to 
which sanitarians, fieldmen and inspection officials from 
all areas are cordially invited. 

Other agencies cooperating in staging the Institute 
are the Washington State Department of Agriculture, the 
Washington State Department of Health, Washington State 
Dairy Foundation, Washington State Dairy Council, 
Washington State Dairy Products Commission, the Insti- 
tute Alumni Association, and the State College of Wash- 
ington Student Chapter of the American Dairy Scienc 
Association. 


Further information may be obtained and room res- 
ervations made by writing Dr. H. A. Bendixen, Depart- 
ment of Dairy Science, State College of Washington, 
Pullman, Washington. 


SUGGESTS FARMER FUND TO SPARK 
MILK SALES 


A New Jersey dairy farmer who is also the head of 
one of the nation’s large advertising agencies has a sug- 
gestion for giving fluid milk sales a lift. 

Atherton W. Hobler, Guernsey breeder and owner of 
Woodacres Farm, Princeton, was the principal speaker at 
the annual meeting of the New Jersey Holstein Breeders 
Association last Saturday (Jan. 14) afternoon in Far Hills 
Inn, near here. He is chairman of the board of Benton & 
Bowles, New York. 


Citing the success of modern promotion methods in 
selling coffee, citrus products, soap and detergents, Mr. 
Hobler said dairy farmers could get their advertising 
money back several times over. He mentioned a contribu- 
tion of 2 cents for every 100 pounds of milk as an adequate 
contribution from each dairy farmer. 


THIRD CEREAL AND MILK SPRING 
PROMOTION 


Representatives of the American Dairy Association 
and the Cereal Institute met here recently to discuss the 
planning and organizing of the third Cereal and Milk 
Spring Festival, to be peaked up the week of April 1 to 
7 by a bigger and better array of television shows, radio, 
print advertising, and local and point-of-sale promotions. 
Educational and professional advertising messages as well 
as food publicity service will be increased for 1956. 

For three straight years since this promotion was 
inaugurated the sale of both breakfast cereals and milk 
have increased proportionately better than the rate ol 
population growth and above the average increase of food 
store sales. For this reason and many others the Dairy 
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Industry and the Breakfast Cereal Industry are welcom- 
ing this opportunity to help the farmer, the processor, the 
dealer, and the food distributor to increase sales and 
profits by this promotion. 

Industry leaders indicate that these cooperative pro- 
motions, along with product promotions, are most neces- 
sary now and in the years ahead to match the high 
pressure selling of the automobile, appliance, and other 
non-food groups, if the farmer and food industry people 
are to keep their share of the consumer dollar. 


ANNOUNCE FIVE NEW DAIRY 
RESEARCH PROJECTS 


American Dairy Association research funds have been 
allocated for five new projects now underway. These 
studies are part of a total of 24 product and nutrition 
studies being financed at the present time by the asso- 
ciation. 

The projects are concerned with comparing the nutri- 
tive values of proprietary infant formulas with evaporated 
milk for feeding babies; determination of the water soluble 
vitamin content of various types of cheese as influenced 
by the making and storage process; development of a new 
method for determining milk solids; further study of the 
effect of heat on milk proteins to establish safe limits in 
processing, concentrating and drying; basic study of the 
protein chemistry of cheddar cheese with the purpose of 
developing control of flavor production. 


New Method to Detect Solids 


Dr. F. A. Kummerow is conducting the study on 
evaporated milk and proprietary infant formulas at the 
University of Illinois biochemistry laboratory. 

In the University of Nebraska dairy chemistry labo- 
ratories I. L. Hathaway is doing the research on the water 
soluble vitamin content of different types of cheese and 
the effect of processing and storage on vitamin levels. 

The development of a new method for determining 
the total solids content of milk is underway at Washing- 
ton State College. This new method shows promise of 
certain advantages over lactometer methods in general and 
over the new lactometer method developed by the USDA 
and the University of Maryland. The Maryland work, by 
Dr. W. S. Arbuckle, was also supported by the American 
Dairy Association. 

Further studies on the effect of heat upon the nutri- 
tive properties of milk are being carried out by Dr. Arthur 
H. Smith and associates at the Wayne University School 
of Medicine. This work is expected to help establish the 
limits within which processing conditions must be main- 
tained in order to avoid detrimental changes in the food 
values of milk. 

Dr. I. A. Gould and Dr. W. J. Harper are making a 
basic study of cheddar cheese proteins as related to flavor 
developments at Ohio State University. 

The American Dairy Association is also continuing to 
support the research work of Dr. W. E. Peterson and 
Dr. Berry Campbell at the University of Minnesota. This 
previously announced project is designed to develop fur- 
ther the principles and methods of producing “Protec- 


tive Milk.” 
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SHANNER 


MILK-O-MAN 
OUTDOOR VENDOR 


a lorMmel | Mo) Mlit-MRi-toli"l¢-1 Mm Zel MR coli melile Malt te 
for profitable milk vending—upright vend 
ing of any size or shape container to pre 
vent leakage and jams—fast, easy loading 
and servicing—a top-quality coin mechan 
ism that accepts even pennies — factory 
rY-Yol(-Ye Ma-Saalel-eelilelipee had Ime) L-ieelilile Maer des 
—easy cleaning. All of these features have 
been time proven by more than three years 
actual operation in the field. Now, with its 
new streamlined shape and greater display 
area that quickly identifies the service it of 
fers, the Shanner Milk-O-Man is a better 
deal than ever. 
WRITE FOR DETAILS AND FREE HELPFUL 


BOOKLET ENTITLED “THE WHY AND HOW 
OF PROFITABLE MILK VENDING” 


SHANNER 


EQUIPMENT COMPANY 
Equipment designed by dairymen for dairymen 
8923 Ogden Avenue e Brookfield, Illinois 
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TOURING THE TRADE 


BORDEN NAMES COMFORT PRESIDENT 


Election of Theodore G. Montague as chairman of 











the board, and Harold W. Comfort as president, was an- 
As board chairman. 
Mr. Montague, president since 1937, becomes chief pol- 
icy making officer of the Company, while Mr. Comfort. 
executive vice-president since 1944, assumes 
bility for operations. 


nounced by the Borden Company. 


responsi 


The post of board chairman was established in August 
1954. It had been eliminated in 1949 following the death 
of Albert G. Milbank, who had been chairman since 1917. 


Mr. Montague’s elevation to chairman of the board 
took place on the 20th anniversary of his election as a vice 
president of the Company. He entered the dairy industry 
in 1919 as a clerk with the Valecia Evaporated Milk Com 
pany, Madison, Wisc., and was elected its president in 
1926. In 1927 he became president of the Kennedy Milk 
Company of Madison, which was acquired by the Borden 
Company the following year. Brought to New York in 
1934 as general manager of the Company’s fluid milk 
operations, he was elected a vice-president in Decembe: 


1935. In October 1937 he was elected a director, and the 


following month became president. 


Mr. Comfort started in 1918 with the Reid Ice Cream 
Company, Brooklyn, N. Y., 
auger when the firm was acquired by Borden’s in 1928. 


and was its general sales man 


LOVE that 


GUNDLACH PLAN 
FOR HIGH-PROFIT 


TERMI 


gales! 


FORMULA 
ADVERTISING 
FRANCHISES 
Write TODAY 
for information 


Advertising printed in 


attractive glowing inks 
Vehicle Cards 


3” x 6” Folders 

Bottle Hangers 
Snap-Ons 

Lapel Buttons 
Dominations 

Store Posters 

Chrome or Wood Frames 
Stix-on-Frames 

Package Reproduction 


Check and Write For Details 
G. P. GUNDLACH AND CO. 
Serwantls lo the Dairy Industry 

1201 W. EIGHTH STREET 

CINCINNATI 3, OHIO 
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Three years later he was named president of Reid’s, ang 
in 1933 was made a vice-president of all Borden’s jgg 
cream operations in the Metropolitan area. 


He became 





HAROLD W. COMFORT | 
Newly Elected The b 
- indivi 
President of gives 
Borden Co. a" 
Comp 
for th 
, interv: 
chairman of the Company’s Metropolitan fluid milk dis. The | 
trict in 1935, and general manager of Borden’s fluid milk dairy 
division in 1936. Elected a vice-president of the Com- cream 
pany in 1937, he became a director in 1938. He was 
elected executive vice-president in 1944. 
° | 
BOWMAN INITIATES OUTDOOR place 


AD CAMPAIGN fecte 


F. H. Kullman, Jr., president of the Bowman Dairy pics 
Company of Chicago, recently threw the switch that — 
lighted up the first in a series of twelve giant Bowman 
cut-out billboards for the Chicago area that the company‘ of I 
is using as part of its advertising program. show 

aver 


The new Bowman outdoor advertising program calls 


QUICK fy ounecr FROM 


SEED j 





ACTIVE 


\ 


READY-T0-GO =z," BULK 


‘*HANSEN’S’’ We 


Dri-vaC 


100% 
ACTIVE CULTURE 


"Hansen's" Dri-Vac Lactic Culture is a 
vastly improved culture in highly seluble 
powder form — 100% dried seed culture 
— without fillers or carriers. Dri-Vac can 
be used on the first propagation... 
from seed . . . to mother culture... 
to bulk. No further development needed. 
Excellent keeping quality. Easy to use. 


TO MOTHER 
Nope 












ABNER; 
yoctic Am 


_ DR ‘VAC | 


NET WEIGHT 
2 eo 


Made in a Variety of Lactic Combinations 
Write for Available Unrelated Strains 


CHR. HANSEN’S LABORATORY, INC. } 


MILWAUKEE 14, WIS. 





9015 W. MAPLE STREET 
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COTTAGE 





The bill boards emphasize all Bowman dairy products although 

individual products are pushed on individual boards. This one 

gives cottage cheese a well merited boost. 

Throwing the switch that lighted the first board is F. H. Kullman, 

Jr. Looking on are U. H. Burke, General Outdoor Advertising 

Company, right, and Theodore Jardin, J. Walter Thompson 
Company, left. 


rotated at 30-day 
36-unit rotary plan of General Outdoor. 


3-D effect 


for the twelve huge cut-outs to be 


intervals in the 
Bowman 


The big-scale will emphasize the 


dairy products; cottage cheese, ice cream, milk, sow 
cream, Half and Half cream, and skimmed milk. 
. 
FRESH MILK STILL BEST FOOD BUY 
Fresh milk is still the best food buy in the market 


place, in spite of the one-half cent per quart increase ef- 
a result of labor 
Milk 


fected by most companies recently as 


increases, according to the New Jersey Industry 


Association. 

Figures obtained from the New Jersey Department 
of Labor & Industry 
that Garden 
average of 


and released by the Association, 
State paying an 
12% cents per pound for milk delivered to 


show consumers are now 


homes. Milk obtained from stores in most areas of the 


state costs even less. 


According to Department of Labor figures, from 
1939 to October 1955, the price of 
ered milk has increased 78.6 per cent. 
period, the all foods, 


ment, has increased by 129.9 per cent. 


August home deliv 
During the 
Depart 


average 


Same 
cost of averaged by the 
The 
of all meats has increased by 134.0 per cent; fruits and 
vegetables 116.8; cereals and bakery products 139.2; 


eggs 96.6 per cent. 


cost 


and 


Factory Wages Up 211.6% 

By comparison with these increases in food prices 
the average weekly wage of factory workers in New Jet 
sey increased by 211.6 per 1939 to 
October 1955. 

Dan Wettlin, Jr. Executive Vice-President of the 
Milk Industry Association stated that at the average price 
of milk quoted by the Department of Labor for October, 
1955, the average factory New 
buy 313 quarts of milk, delivered to his home, for 
weekly wage. 


cent from August 


worker in Jersey could 
his 
In October 1952, his week’s wages would 
purchased 288 quarts, 


1939. 
“Even with the recent increase in milk prices through- 
out most of the state, 


have and only 


ing 


179 quarts dur 


consumers will be paying only 12% 
cents per pound (about six cents per glassful) for nature’s 
most nearly perfect food, delivered to homes,” Wettlin 
“Only eight other foods listed by the Department 
of Labor cost as little as milk, and none of them possesses 


stated. 


as much food values as milk, and none provide the service 


REDUCE PAPER CARTON DAMAGE 
with LANGER wire CASES! 


Your Name 

on Personalized 
Nameplate 
FREE. 


LANGER MANUFACTURING CO., Dept. AM, Cedar Rapids, lowa 


February, 1956 


Write for Complete Details and Prices 


CONTINUOUS 3/16” WIRE IS SAFER! 
is continuous from one side to another. 


Extra-large wire 
Side wires 
flanged outward and welded to under side of top frame 
for easier packing. Floor absolutely flush. 

NEW BUMPER BARS ARE STRONGER! Exclusive 
Langer design prevents conveyor crawl-ups and end 
jamming. Corner welding makes cases shock-resistant. 
Eliminates broken welds and bent wires that damage 
paper cartons. 


ROUND STEEL WIRE IS SANITARY! 
Langer Wire Cases are hot-dip 
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galvanized, corrosion- 
resistant. Will not catch 
dust or dirt. Strong- 
built, yet light-weight. 
Economically priced. 
Thousands now in use 
by leading dairies. 











of home delivery in the price. Also, none are so delight- 


fully refreshing as cold milk—and with no waste.” 

The eight foods referred to by Wettlin are corn meal, 
wheat flour, sugar, sweet potatoes, white potatoes, onions, 
cabbage and apples. 

“In view of these facts published by our State Gov- 
ernment, it seems indisputable that fresh milk is by far 
the best food buy in the marketplace,” 


THREE NEW ASSISTANT VICE-PRESIDENTS 
NAMED BY CARNATION 


Elbridge H. Stuart, president of Carnation Company, 
has announced the election of three new assistant vice- 
presidents. 
neering; C. 


Wettlin concluded. 


They are John H. Forslew, in charge of engi- 
S. Connolly, in charge of traffic and W. G. 
Fisher, in charge of purchasing. 

A veteran of more than 30 years in dairy plant engi- 
neering, Forslew joined Carnation in 1944 and was named 
Chief engineer for the company and its subsidiaries in 
1948. A native of Chicago, he is an engineering graduate 
of University of Illinois and member of numerous profes- 
sional engineering associations. 

In 1923, Connolly became traffic manager for the 
San Francisco branch of Albers Milling Company, pioneer 
Western milling firm which became a Carnation subsidi- 
ary in 1929. He was appointed general traffic manager 
for Carnation and subsidiaries in 1942. 


Fisher, who joined the company’s Albers division in 


The new 


KLIMATIC KING 


a compact heating, ventilating unit 
Engineered with dairy industry humidity problems in mind 








Designed for dairy, ice cream and food process- 
ing plants, the Klimatic King is fabricated 
with a corrosion-resistant galvanized steel cas- 
ing, insulated to eliminate condensation and 
dripping. Automatic controls for temperature 
and ventilation. Two speed motor for “high” 
and “low” production periods, provides maxi- 
mum economy of operation. These and many 
other features are standard with the Klimatic 
King, not “optional extras’. The quality leader 
in its field. Sizes 3,500 to 20,000 CFM. 


Write for detailed technical bulletin, 
More than fifty years experience is at 
your disposal. Write today 


we iD ex or oncom 


914 NORTH CEDAR ST. OWATONNA, MINNESOTA 
MANUFACTURERS OF SHARP FREEZE, COOLING, VENTILATING AND HEATING SYSTEMS 
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1943 as purchasing agent, 
purchasing agent in 1947. His background in purchasing 
for food production goes back nearly 25 years. 
educated in business administration at 


became Carnation’s generj| gate ass 
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NEW ENGLAND ONE SALES UNIT who wil 

TO GOLDEN GUERNSEY breed ¥ 

The six New England State Guernsey Breeders’ Asso. Th 
ciations have signed a contract coordinating the super- Hope 


vision of Golden Guernsey Milk Sales in the entire region 


Golden Guernsey, Inc. says the associations hay 
formed a New England Golden Guernsey Council of 
12 members —two representatives from each of the 


State GBA’s. 


The first chairman of the new council is R. H. Mer- wat 
ritt of Farmington, Conn. and the vice-chairman is Vernon c dR 
Mudgett of Sterling Junction, Mass. Together with John “ : 
F. Weeks of Laconia, N. H., they form the executive com- “a 
mittee. ail 

Other council members include: Maine—Clifford B. hate 
Smith, Bangor and Russell E. Foster, Augusta, New coilial 
Hampshire—Jack Malley, Somersworth; Vermont—Howard 
Varney, Dorset and B. A. Stryker, East Corinth; Massa- ( 
chusetts—Rex O. LeParmentier, Danvers; Connecticut- sougl 
Victor Galgowski, Rockfall; and Rhode Island—Marvin last 1 
Briggs, Portsmouth and Cornell Green, Abington, Conn. | ‘alo 

Council members are elected by their respective | 

those 











ALL ALUMINUM 


Hollingsworth TRUCK 








@ Stainless Steel 
runners reduce 
case friction. 


REFRIGERATORS 


a Here is a truck refrigerator that affords all 


@ Completely of the ‘‘most-wanted’”’ features. This quality 
sealed. box features lifetime, all aluminum, airplane 
Moisture type construction . .. riveted for super 
cannot strensth. Nickel plated screws and stainless 
decompose steel hardware make the entire assembly rust- 
insulation proof. Double than normal insulation gives you 


maximum cooling efficiency and economy. Fifty 

pounds of ice maintains a 44° temperature for 

30 hours in a 96° outside heat. Best of all, the 

Hollingsworth Truck Refrigerator is designed 

for complete space utilization. Model illustrated 

fits contour of Diveo Truck Body. | 
Standard Boxes in Stock for All Makes 

quart cases of Milk Delivery Trucks . . . Special 

and 1 pint Boxes Made to Order. 


y eee ne 
tray. SS OoleRe*zeNeleqyo“‘“eloOqeooeoeos®saoooeeeemmm i 
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—_— JOHN R. HOLLINGSWORTH CORP. 
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in latches. 


@ Holds 2 ice 
trays plus 3 
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state associations. They will hold four regular meetings 
each year. 


Albion R. Lane, who has served as N.E. GG repre- 
sentative for the past two years, was named to head the 
new sales staff. Assisting will be Alfred Evans of Scran- 
ton, Pa., in milk sales, and Merrill Richey of Desoto, Ind., 
who will be concerned with producer relations and other 
breed work. 


The new headquarters office will be located at 43 
Hope Avenue in Worcester, Mass. 


ROCHESTER MINIMUM PRICES TO 
REMAIN UNCHANGED 


State Agriculture Commissioner Daniel J. Carey of 
New York approved amendments to the Niagara Frontier 
and Rochester area milk marketing orders whereby mini- 
mum producer prices for 1955 will be continued through 
1956. 

Milk producers will receive a minimum of $6 per 
100 pounds for class 1, fluid milk, and $4 per hundred- 
weight for class 2a, fluid cream. 

Continuance of the prices for another full year was 
sought by producers in petitions to Commissioner Carey 
last month. Public hearings were conducted at both Buf- 
falo and Rochester early in December. 


The class 1 price minimum has been in effect in 
those markets more than three years and the Division of 





Last one of 4 “King Zeero” units installed on 
ramp at Ira Wilson & Son dairy, Detroit, Mich. 


February, 1956 


Milk Control said evidence submitted at the public hear- 
ings indicated it should be maintained at least for an- 
other year. 


DEALERS SHOULD RAISE PRICE TO FARMERS 
VOLUNTARILY, SAYS OFFICIAL 


J. Gordon Roberts, president of the Roberts Dairy 
Company of Lincoln, Nebraska, has come up with a farm 
price proposal that will set the wheels a-turning if it ever 
gets off the ground. 


Taking a yard wide look at agriculture, Mr. Roberts 
sees the bitter handwriting of depression in declining 
farm prices. 

To correct this situation in the dairy industry 
Mr. Roberts suggests that milk processors voluntarily 
increase the price paid to farmers by 35 cents a 
hundredweight above that set by government regu- 
lation, this price to continue for a period of seven 
months. For the next three years after the seven 
month period Mr. Roberts recommends a 25 cent per 
hundredweight premium for bulk tank milk. 

Recognizing that his proposal lies more in the field 
of moral responsibility than market prices, Mr. Roberts 
says, “A democracy cannot survive withcut a conscience. 
It is time to trade coercion (regulation) for conscience 
in the solving of economic problems if we are not to 
drift into a police state wherein we would be governed 


entirely by regulation.” 


The "KING ZEERO" Recireulated Ice Water System 





GIVES YOU SPEEDY 
PRODUCT COOLING -- 


329 .340 COLD \CE WATER 


REQUIRES NO MECHANICAL AGITATOR 


Permanent louvres act as non- 
mechanical agitators -no moving 
parts to service or upkeep costs 


The simplicity of “King Zeero’s” operation makes 
for efficient and trouble-free operation. Tons of 
ice are built-up daily on the coils during the off- 
peak hours. This chills circulating water to provide 
an ample supply of 32°-34° ice water, or lower 


temperature brine, for all plant needs. 


Operation is entirely automatic. The “King Zeero” 
is economical to operate — profitable to own. 


THE K/NC ZEERO COMPANY 


MONTROSE AVE., CHICAGO 41, ILI 
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OREGON ASKS CORRECT BUTTER- 
FAT LABELING 

City milk inspection services will be 
expected to enforce butterfat labeling 
of milk where their milk ordinances 
contain a labeling clause. The state 
department of agriculture, through its 
division of foods and dairies, so ad- 
the inspection services of 
Oregon cities. These cities with their 
milk ordinances 
Portland, Salem, Astoria, Eugene, 
Medford and Klamath Falls. 

At the same time Kenneth E. Carl, 
assistant division chief in charge of 
dairy law enforcement, suggests that 


vised six 


own inspection are 


cities follow the same procedure as the 
state in testing butterfat content of 
milk. This is in line with milk sani- 
tarians’ annual 


suggestions at their 


meeting last December. 


Carl says the state makes an annual 
survey of each city milk inspection 
service to see that cities at least meet 
the sanitation and _ butterfat 
standards. The department is now re- 
quiring cities to submit copies of labo- 
ratory analyses reports on all fluid 
milk products. This report must in- 
clude butterfat labeling if it appears 
on the container. 


state 





NoDRIP PREVENTS RUST 
— ANYONE CAN APPLY 
NoDrip plastic coating is eas- 
ily applied to tanks, containers, 
suction lines, vats, pipes, walls, 
ceilings, etc. NoDrip adheres to 
metal, concrete, brick, plaster. It 
forms a seamless 100% mois- 


ture-proof covering that is ef- 


fective as soon as dry. Acid, 


alkali and brine resistant. 


eee STOPS 
CONDENSATION 








TRUCK TALK 


(Continued From Page 58) 


tire temperature is a step in the right 
direction. 


The tube and flap are eliminated 
and in time, this may mean a cost 
reduction. At present it means two 
less pieces per wheel for the fleet 
operator to order and keep track of. 
Less complication is always good. In 
addition the tires have a greater re- 
sistance to punctures and blow-outs. 
Probably this is because there is no 
tube under tension. The tire if any- 
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Solid Rubber 


STEAM 


CLEANING 


SANITARY FITTINGS TRUCK 


1930A-ST — Saves time and ef 
fort — Provides convenient, 
ports for quick 
steam cleaning and transportation to 
Each shelf has 
oa 4 way slope to 5 center drain holes 
complete drainage. 
double ball race swivel casters with 
Oilite Bearing Wheels 


for easy pushing. Stainless Steel con- 
struction welded 
lasting unit. 


into a rigid 





thing is under compression and this 
alone discourages the escape of air. 


During the year you will probably 


hear some guarded comment on stee| 
wire tires. The steel wire is used to 
replace the nylon or rayon thread 
but up to now it is too high priced | 
and there is not a sufficient supply of 
the wire to make comment feasible 
or useful. 


Automatic Transmissions 

Automatic transmissions have fin- 
ished their cautious and timid ap- 
proach. They are coming and they 
are coming in a big way and you 
might as well get used to the idea. In 
most cases this department has con 
tacted where accurate records are 
kept, they represented a net gain al- 
though a larger original expenditure. 
For the most part they show a net gain 
in fuel consumption and, while experi- 
ence is yet a little meagre upon which 
to judge maintenance costs, it looks 
like the automatic transmission will do 
all right. Comparison of course has to 
be made with the conventional fric- 
tion clutch which was always a high 
maintenance item and with the con- 
ventional transmission which was not. 
Careful observers are looking to re- 
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. ‘ Fig 505—A “Grab and Go” Truck 
Fig. 5— The 2 in 1 Truck — One E . 
side handles any size milk con; - Simply guide hook to a a | 

= the other, square butter boxes handle, depress truck handle an 
SEND NoDRIP HANDBOOK Adjustable grab hook engages you're ready to go! Properly curved, 
FREE... can or box handle. Oilite Bear- easy-grip handle gives perfect bal 
Interesting 32-page ing Wheels of Solid Rubber are ance. Puncture-Proof, Semi-Pneumatic 
Handb - = NAME highly resistant to milk acids and Tires on Roller Bearing Demountable 
andbook shows alkalies. Light weight, easy to bber 
what NoDrip is handle Hubs. Cans are protected by rubbe 
: “ty 4 a ADDRESS ‘¢ It ‘obb bumpers inside lower frame. Styles 

and what it does. a o for 5, 8 or 10 gallon cans 

SEND COUPON TODAY city STATE or write direct for literature. 





J. W. MORTELL CO. 593-B BURCH ST. KANKAKEE, ILL. TRUCK AND CASTER CO. 
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duced maintenance of the drive line 
and rear axle which can be attributed 
to reduced shock loading. It just 
could be. 

One reason the die-hards will have 
to give up the conventional clutch 
and transmission is because all the new 
engine development will be towards 
making the engine perform with an 
automatic transmission because that is 
where the volume will be. It is likely 
that in a few vears with the conven- 
tional gear changing equipment en- 
gines will be misfits. 

Refrigeration 

Another big change which has al- 
ready shown that it is here to stay is 
the insulated and refrigerated route 
truck. This is not a 
which the automotive department 


feature upon 
should comment with relation to its 
overall value. Obviously no mainte- 
nance man in his right mind would 
demand refrigeration. It is just an- 
other complication so far as he is 
concerned. 

The demand then, must have come 
from the producing end of the busi- 
ness. It is the desire to deliver the 
product to the customer in better con- 


dition. It is going to result in a higher 


first cost and some maintenance cost. 
There will be no return 


for either of these expenditures. Pre- 


automotive 





Photo courtesy F. H. Langsenkamp Co 
Rapid growth of truck refrigeration has 
been matched by development of equip- 
ment to do the job. Shown here is a 
removable aluminum insert for route 
trucks. Insert will maintain temperatures 
at 45 degrees. 
sumably the return comes from cus 
tomer satisfaction and more business 
and perhaps a rise in prices for the 
product. 
However one competitor will force 
the other into it. There should be no 


great cause for alarm concerning a 


big rise in the cost of vehicle opera 
that 


tion. Refrigeration is not com- 
plex. Carefully chosen it is reliable 
and will not cost a great deal to 


operate. 








PROFITABLE 


AMERICAN MILK REVIEW 
want ads 


ARE A 
INVESTMENT 


Over 12,000 fluid milk and milk products 
plant owners and buying executives receive 
individually addressed copies each month. 
AMR is the only national dairy publication 
offering this complete personalized coverage. 


Deadline for classified advertising is the 
20th of the month preceding publication. Full 
rate information will be found at the beginning 
of the WANTS AND FOR SALE Section in 


These then are the changes that 
can be noticed by the man concerned 
more with manufacturing and distrib- 
uting the product than with the de- 
tails of truck operation. But there 
have been improvement he has not 
noticed. He never will nor will he be 
concerned about them. They are pres 
ent nevertheless. 


Metallurgy improves all the time in 
many ways but it is hard to explain 
dramatize. The 
provement makes it possible for the 


and harder to im- 
engineer to change the design in ways 
that are never called to the attention 
of the casual observer. One result is 
that parts become more durable—that 
is there is just not as much replace- 
ment as there used to be. 
that is flamboyant to the fleet opera 
tor is that the vehicle become lighter 
in weight in proportion to the load 


One way 


they are carrying. 


Even the finish is better. The adop- 
tion of the high intensity colors by 
the passenger car drivers has resulted 
in a great deal of research to make 
the light colors more stable and du- 
rable. Dairy trucks, always addicted 
to light colors, will gather some 
benefit. 


DOERING PATTY-PRINTERS 





Completely Automatic Machines for 
the Speedy Conversion of Butter into 


Perfectly Formed Patties at Low Cost 
This 
makes 400 Ibs. 
of pats per hr. 
WITH ONLY 
ONE OPERA- 
TOR. 


machine 










MODEL 


the back of the book. 


URNER-BARRY COMPANY 


Publishers Since 1858 
92 WARREN STREET NEW YORK 7, N. Y. 
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For the larger operator Doering 
PATTY-PRINTS are made in a 
size with proved capacity of 
1,200 Ibs. per hour. 

Doering BUTTER PRINTERS are offered in 5 
sizes, capacities 200 to 5,000 Ibs. per hr. 


Write for literature and free survey service. 
Manufacturers of Print Room Equipment since 1889 
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SAFEWAY TAKES EXCEPTION 
(Continued From Page 70) 
struggle in California actually cen- 
tered around two Assembly Bills 
amending the California Milk Control 
Law. Safeway opposed both of these 
bills. Their defeat would in no way 

invalidate the Milk Control Law. 
One, A.B. 2335, was placed before 
the Legislature and the public as 
being a bill that would make possible 
milk It actually ex- 
pressly provided that the State Bureau 
of Milk Control have the 
power to establish wholesale and re- 


lower prices. 


should 


tail prices to the public which are 


“higher” than prices “sufficient to 
cover costs and reasonable return on 
capital investment . . . “In other words 
the bill expressly authorized the 
Bureau of Milk Control to give dis- 
tributors an unreasonably high profit 


without limitation as to amount. 


Proponents of the Bill argued that 
this power to set prices at a higher 
than reasonable profit is only intended 
to be used in extreme cases such as 
emergencies or war; but there is no 
such limitation upon the Bureau’s 
power in the bill. The historical record 


of the Bureau shows that it will not 






better milk 


*Proved by one 
of America’s 
Leading Test 
Laboratories 


Samples on 
Request 


REEVE & MITCHELL 


211-221 No. 13th Street 
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More WET 
STRENGTH * 


filtering 


Philadelphia 7, Pa. 
Phones: Rittenhouse 6-6327, 6-6328 


consider itself limited in this power. 
An audit of the Bureau’s own cost 
studies showed that in April of 1954 
excess charges on % gallons alone 
This 


amounts to hundreds of thousands of 


varied from a few cents to 5c. 


dollars per year in excess profits on 
this one item alone. 

During the October and November 
1955 milk price hearings distributors 
who supported this “low price” milk 
bill presented testimony, under oath, 
of their desire to raise milk prices. 

The second bill was the so-called 
“secrecy bill,” A.B. 974, which would 
prevent public disclosure of any ex- 
amination of Bureau records. This bill 
was introduced at the request of the 
Milk Control to prevent 
disclosure of the figures it used to 


Bureau of 


fix the price the public must pay for 


milk. 


Taken together these bills would 
have allowed the Bureau of Milk Con- 
trol to set prices at their pleasure and 
then keep their records on such a 
fraud a secret. 

Public sentiment against A.B. 974 


was so strong that the Dairy Institute 
of California, the largest distributor 


organization in the state, was forced 
to withdraw its support of the bil] 
which ultimately died in committee. 


t 


This article closes with the follow. 
ing two paragraphs: 

“Whatever else it does, Safe- 
way has been successful in ob- 
taining valuable publicity in its 
claim that it is 
cheaper milk for the consumer. 
At the 
Lucerne 


trying to get 


same time Safeway’s 


dairies tell their pro- 
ducers that Lucerne seeks no re- 
lief from the present system of 
setting minimum producer prices 
as provided in the Young Act. 


“One thing is certain. Safeway 
will persist in its attack on resale 
pricing, regardless of whether or 
not the producer gets hurt. And 
the majority of California pro- 
ducers are 
fact.” 
What the “Milk Review” is actually 


saying is that Safeway has been lying, 


well aware of | this 


There is no basis for the statement 
in the second paragraph and the “Milk 
Review” has no authority to make it. 

This is a distortion of Safeway’s 
basic and long standing policies on 





YOU CAN SAVE WITH Sass - Matic 


SHORTY TANKER 





WRITE FOR COMPLETE INFORMATION 


IN YOUR BULK 
MILK PROGRAM 


This Shorty Tanker is 
a portable 5,000 Ib. 
capacity insulated 


milk tank complete 


with pump and hose. 





me Schlueter co. 


OESIGMERS AMD MANUFACTURERS 
OF WASHING AND STERILIZING EQUIPME 
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view 


no attack 
California or 
Safeway 


milk. Safeway has made 
yn producer pricing in 
in any Other state. has 


always supported producer pricing. 
The Company’s published policy is 
as follows: 

“Safeway knows that producers 
must have fair 
business and that fair prices must 
be constant. Milk is 
health and there is no substitute 
for it. 


prices to stay in 


vital to 


“Thus, to encourage and assure 
an adequate supply of milk, Safe- 
way favors adoption of regula- 
tions which establish minimum 
prices to milk producers to se- 
enactment or the 


cure the suc- 


cessful administration of such 


regulations.” 

Safeway lives up to this policy. In 
and Utah to 
has urged and 


several states, Arizona 


name two, Safeway 
helped producers in their efforts to 
secure producer protection. In Ari- 
zona the producers have been suc- 


cessful. A Federal Milk Marketing 
Order went into effect December first. 


In areas were there is no producer 


price protection, Safeway has main- 


tained stable producer prices. Safe 
way pursued this policy in Oregon 
when resale and producer pricing 
1954, 


of producers 


were repealed in November, 


earning the respect 


throughout Oregon as is shown by 


Mr. Richard’s letter quoted earlier. 
The writer of this article, Mr. Neale 
Leslie, of Mill Valley, California, was 


of the 
policies. In 


aware facts and of Safeway’s 
July, 1955, Mr. 


Safeway’s attorneys asking for 


Leslie 
wrote 
the Company’s basic objections to 
present California resale pricing polli- 
and for other 


cies information. He 


was provided with all the material 
necessary to give him a clear picture 
of Safeway’s policies and practices. 
His closing paragraph was directly 
opposite to the information he had 
Either he 


terial which was sent him or he in- 


at hand. ignored the ma- 


tentionally inserted the vicious closing 
paragraph. 


“NOT MUCH AND NOT FOR 
QUOTATION,” BY HERBERT 
SAAL IN THE “AMERICAN 


MILK REVIEW” OF 

BER 1955 
article, 
attitude 


SEPTEM- 


chain 
toward milk distrib- 


dealing with 


This 


grocer s 
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and SUPPLIES. 


your guarantee of a better seal. 


Mat DAIRY BRUSH CO., 





utors contained the following state- 


ment regarding Safeway: 


“In court after court, in legis- 


lative hearings, in the news- 
papers, Safeway has hammered 
away at the thesis that through 


its system of vertical integration 


it can sell milk at a price lower 
than the price asked by stores 
that buy from established milk 


distributors.” 


Safeway does not claim that it can 
sell milk more cheaply than any par- 
Others do distribute 
milk as efficiently and as economically 
Its complaint is directed 


ticular store. 
as Safeway. 
against price fixing bodies that set 
minimum prices at higher levels than 
warrant. Price 
to allow 


representative costs 
often set 
more than reasonable profits for rea- 
efficient distributors. Safe- 
maintains that in view of 


the fact that it does not deliver milk 


fixers too prices 
sonably 


way also 


to the customer’s doorstep, but sells 
cash and carry, it should be allowed 
to sell milk more cheaply than dis- 


tributors who perform the doorstep 


service. Some states with milk con- 


trol laws do not allow this differential, 


1  Cltes Seals Save You Money’ 


MILK SEAL 
Packed 12 to Box 





CREAM SEAL 
Packed 36 to Box 


Available plain or duck impregnated 


A new, improved Neoprene Seal for use on De Laval Hot or Cold 
Cream Separators and Milk Clarifiers. 
need replacement less frequently. 


E-Mac Seals last longer — 
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Order a trial supply now. 
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and where it is permitted, in many 
cases, it is inadequate. 


Several years ago Safeway pub- 
lished a milk policies booklet which 
set forth its position on this subject: 
believes that milk 
should be sold to consumers at 
the lowest possible price based 
upon reasonable costs of produc- 
tion and distribution. 


“Safeway 


“When consumers pay cash for 
milk and carry it home from the 
store, they save the cost of home 
delivery and credit. Safeway be- 
lieves the consumer is entitled to 
that saving. 

“Safeway has no quarrel with 
the people who deliver milk to 
doorsteps on credit — the 
expensive way. They perform a 
convenient service for those who 
can afford it.” 


more 


However, believes that 
those who do not receive this service 
and do not wish it should not have 
to pay for it. 


Safeway 


* 
ON THE OTHER HAND... 


If we may be permitted to raise oun 
small voice at this point, we would 
like to suggest that Safeway does not 
have quite as much cause for excep- 
tion as the space would suggest. Let’s 
take the first three exceptions. We 
said, “Safeway has resorted to the 
courts.” Safeway says, “Safeway filed 
8 suits of this nature in various coun- 
ties of California.” 

We said, “. . . much of the force 
of the Safeway argument is lost in 
the wild charges made by Safeway 
lawyers.” Safeway says, “At the re- 
quest of Judge Wetter, and as a result 
of the criticism cited above, (that’s 
Judge Wetter’s criticism) Safeway 


GARVER 


MILK and CREAM TESTERS 


Advanced design offers 
more value for the money. 
Speed control, quick accel- 
eration, 
thermometer, visual speed in- 
dicator, 
features. Also standard mod- 
els from 8 to 36 bottle 
capacity. Write for catalog 
including simplified Babcock 
testing methods. 

THE GARVER MANUFACTURING CO. 


Union City, Indiana 


" Babcock Tester Manufacturers for Three Decades.” 
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fled an amended complaint.” On 
the basis of the amended complaint, 
which, we presume, took into account 
the court’s observation on “legal breast 
beating,” Safeway got what it was 
after, which is precisely what we said 
appeared to us to be the case. 


We said, “In essence Safeway got 
a free and intimate look at the busi- 
ness secrets of their competitors.” 
“The books were 
audited by an outside firm of account- 
ants. No Safeway people ever got a 
look at them.” While we accept the 
criticism and correction on “the free 


Safeway _ says, 


and intimate look” statement, we sub- 


mit (1.) Safeway did get a court order 
giving the firm the right to study the 
Department of Agriculture’s confiden- 
tial records. (2.) The audit was made. 





(3.) Even though it was done by a 
firm of outside accountants it was 
done at Safeway’s request. When a 
firm of outside accountants at the re- 
quest of your competitor gets the right 
to examine the record of your busi- 
ness, divulged in confidence to a gov- 
ernment official, the look may be 
neither intimate nor free, but it isn’t 
far from it. 


Let's look at the exceptions to the 
June 1955 editorial. We said, “In 
other areas where there is no price 
control Safeway activity has been a 
major factor in the development of 


violent price wars.” We did not say 
that Safeway started the wars. Safe. 
way says, “There have been price dis. 
turbances in those areas in which 
Safeway was inevitably involved,” 
Further along, after describing a sity. 
ation that arose out of store versus 
home delivery price, Safeway says, 
“Grocers resented this situation and 
on March 24, 1954 a large local super- 
market reduced its price to 18¢ 4 
quart. Safeway met this competition 
and the price war was on.” 

We said, “Safeway argues that 
through its system of processing and 
distribution it can sell milk at a profit 
below existing levels and should be 
allowed to do so. Opponents accuse 
the company of using milk as a loss 
leader, making up the deficit on other 
items.” Both 
pletely true. 


statements are com- 
Testifying before the 
California Joint Legislative Committee 
on Agriculture and Livestock Novem- 
ber 8 and 9, 1948 the firm set forth 
its position with great clarity. In its 
testimony Safeway said, “Safeway has 
long recommended and continues to 
recommend that prices should be 
established which would allow at least 
a 2c differential for the less expensive 
delivery of milk cash and_ carry 
through stores than the more expen- 
sive doorstep delivery of milk.” 

As far as loss leaders are concerned, 
opponents do make the charge that 
Safeway uses milk as a loss leader. 
The charge may not be true. We 
didn’t say it was. All that we reported 
was the Safeway contention that it 
could profitably sell milk below exist- 
ing price levels and the “loss leader” 
contention of the opposition. It is an 
accurate report. The leader” 
business even showed up in court. 
Judge Wetter, in the decision men- 
tioned previously wrote, “The Court 


“loss 




















outside reading 


and many other 





What is the Double Feature 
which gives FEDERAL FILLERS 
their top-notch efficiency ? 


1. Federal’s famous ‘Vacu-Matic’ Valve 
2. Federal’s famous ‘Quik-Clean’ Cappers 


For full details on these features which make 
FEDERAL FILLERS your best “buy” — write to 


FEDERAL MFG. COMPANY 


1117 S. SECOND ST. 


MILWAUKEE 4, WISCONSIN 
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not say can appreciate the frustrating effects _ bitration. He charged the Company What Arbitrator Gerald A. Bar- 
rs. Safe. of the director's orders upon the efforts | was wrong on several counts: rett Ruled: “The original penalty of 
rice dis. of the merchant to change selling 1. Management can’t discipline an an indefinite layoff plainly lacked 
» which | methods by substituting store deliv- employee by giving him an in- Proper cause in this case it had no 
volved,” eries for home deliveries, and by sub- definite layoff.” Punishment must specific duration. If the Company felt 
g a situ. stituting central processing plants for be specific and definite, he main- that Fergeson’s failure to explain the 


© versus 
ay Says, 
ion and 


al super- 


local plants. It is also apparent that 
the merchant is by the Director's 
orders precluded from using milk as 
a ‘loss leader’ to attract patronage to 


tained. 
9 


2. Firing was not justified because 





entry on his time card was an offense 
which warranted the imposition of 
discipline, it had the duty of weigh- 
ing the degree of the offense and then 


» 18¢ a his establishment. imposing a sanction consonant with 
ipetition The rest of the Safeway exceptions the offense. A layoff “until an explana 

and our answers follow a similar pat- tion is given” is a wholly unreasonable 
es that tern. We think it boils down to this: and insupportable penalty under this 


ing and 
a profit } 
ould be 


> accuse 


Safeway Stores is a controversial ele- 
ment in the milk business on the West 
we put it, “a 


Coast or, as stormy 


perel.” That is not a derogatory term. 





contract. The only offense of which 
Fergeson may fairly be said to be 
guilty is his brief anticipation of the 
noon whistle. 




























S a loss After all Billy Mitchell was known Discipline in some degree is war- 
ym other as the “stormy petrel” not so long ranted for this offense, and the Arbi- 
€ com- ago. He turned out to be right. Maybe trator does not condone his action. But 
ore the Safeway’s right. Who knows? the penalty of discharge for such an 
mmittee ° offense, particularly when there is no 
Novem- prior record of discipline against Fer- 
: MATTER OF FACT, | EAT IT MYSELF c ‘ ; are 
et forth Labor Relations [SS geson, is a gross violation of “prope 
In its (Continued From Page 56) his offense was not that serious. cause.” The maximum penalty which 
vay has was given an indefinite layoff until Sure he left early one day without the Company could conceivably have 
nues to he told who did the punching out for permission, but that’s not a capital —_ imposed, allowing the fullest latitude 
uld be ¢ him. A few days later when he stil] offense, he said. for the exercise of managerial discre- 
at least refused to proffer the information, he Was Ewell: tion, is a layoff of one week and the 
pensive | was fired. Ewell took his case to ar- RIGHT WRONG [| award therefor so provides.” 
carry | = Sn SE RR a 
expen- 
cerned, 
ze that 
leader. 
ps. We | 
sported | 0 ’ h 
ey ur neighbors 
that it | nop 
' ’ 
V exist- didn't like us 
leader” ‘ 
t is an ee until we 
leader” bought an 
court. \? , 
‘ . f Y , 4 
| men- . ‘ ; y i ae ARMSTRONG 
Court J g “. "WH g\\ phi 
ZH / “hdd PURGER 
é, THE MAYFLOWER COMPACT: Plymouth Colony, from the beginning, 
; had self-government based on the consent of the governed with = 
freedom under God. Here was born the American idea that if Detro! 
men followed God, he would give them a plan whereby they o Request 
re could found a new world on this continent. You won't smell up the neigh- * Name ° 
_ Our — oomee ingredients for a democracy- that works, borhood when you have an Ce ae ae 
just as Forbes specifies ingredients for a Chocolate Flavoring 
Ss ne enetie. 9 Armstrong Purger. It gets all | ' 
if ; Ha: So a : the non-condensibles out of i 
we should dilute our formula with inferior ingredients or, fei ith i 
9 worse, pollute it with malodorous or poisonous materials, our your refrigerant system wit i ' 
é Chocolate Flavor would not only fail to sell, but it would make negligible refrigerant loss. Head | i 
} ow customers sich. pressures remain within a few | 1 
' wean same applies to -—, Aamaionn way a9 —- pounds of theoretical. Bulletin ' 
‘ or poisonous ingredients — for instance, ‘’Enlightene elt - i 
Interest,”’ or ‘Freedom To Do What You Please,’ for the in- No. 221, gives full facts. Send | " 
rs gredients specified by our founders, and you get democracy which for your copy. | i 
no longer works; which you can no longer sell to other countries; 
and, which sickens and poisons its own people. ! 
Good milk flavored with Forbes CHOCOLATE FLAVOR POWDER ARMSTRONG 4 : 
is delicious and reasonable in cost. MACHINE WORKS S| | 
y Write or wire for a free sample. 964 Maple St., Three Rivers, Mich. | . 
, 
iN The BENJAMIN P. FORBES CO. 
2000 WEST 14th ST. @ CLEVELAND 13, OHIO ARMSTRONG FORGED STEEL PURGERS 
>view 
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WANTS AND FOR SALES 





lightface, per word 
Minimum Charge 


$ .05 
1.00 





include the address. 


lication. 





Classified Advertising Information 


To ensure appearance of your ad in a given issue, copy should be in our hands by 
the 15th of the previous month (for instance, copy in October 15th for November issue.) 


HELP OR POSITION WANTED 


FOR SALE OR EXCHANGE (BUSINESS MACHINERY AND SUPPLIES) 
OR WANTED TO BUY, ETC. 


lightface, per word $ .10 
Minimum Charge 2.00 
Box No., domestic (additional) $ .50 
(In ting the b 


of words, please remember to 
This applies also to box numbers.) 


The deadline for Classified Advertising is the 20th of the month preceding pub- 


Publication date is the first of the month. 
No classified advertising will be accepted to run with borders or special spacing. 


All such advertisements are considered “Display” advertising and will be billed at 
regular display advertising rates. (Rates and mechanical requirements on request.) 


Boldface, per word $ .10 
Minimum Charge . 2.00 
Boldface, per word $ .15 
Minimum Charge 3.00 
Box No., foreign (additional) $1.00 











_ EQUIPMENT FOR SALE 
FOR SALE 








1,500 gallon Creamery 
Package Rectangular stainless steel 
TANK with cooling drum; 250 and 
650 gallon stainless steel TANKS; 
Cherry-Burrell Plate Unit, 3 section, 
136 stainless steel Plates; 100 to 400 
gallon stainless steel PASTEURIZ- 
ERS; Jensen Cabinet COOLER, 4 
wings 50 tubes high; 4 and 6 Wide 
Soaker Type Bottle Washers; G-100 
Cherry-Burrell FILLER with 38 mm. 
Dacro Cappers; 6,000 lb. DeLaval 
CLARIFIER; 125 to 1,500 gallon 
HOMOGENIZERS or VISCOLIZ- 
ERS; 500 Ib. Rice & Adams. stain- 
less steel Weigh Can with Receiving 
Vat; Wright Straitaway Can Washer, 
6 C. P. M.; Oakes & Burger Rotary 
Can Washer, 6 C. P. M.; 800 gallon 
Creamery Package Coil Vat; 10 and 
15 h.p. Packaged Boilers. Many other 
desirable items—send us your inquiries. 
Write to: LESTER KEHOE MaA- 
CHINERY CORPORATION, 1 East 
42nd St., New York 17, N. Y. 2-M-56 


Two 250 hp. BOILERS. Wet 


Back Scotch Marine Type. Located 

Southwest Missouri. Write to: MIL- 

NOT COMPANY, Litchfield, II. 
2-M-56 


EQUIPMENT FOR SALE 


“FOR SALE—Used Manton-Gaulin 
400 gallon HOMOGENIZER with 
stainless steel head-two stage valve 
15 h.p. 3/60/220 volt motor. Good Con- 
dition, $950.00. Contact McCLEN- 
DON, 90 Franklin St., Nashville, Ten- 
nessee, phone Alpine 5-0342 or Amherst 
9-0139.” 2-M-56 

“FOR SALE—Used Jensen stainless 
steel six wing CABINET COOLER, 
complete with surge drum and am- 
monia controls—good condition—ca- 
pacity 10,000 lbs. pasteurized milk 
143° to 38° or 5,000 lbs. per hour of 
mix, $1,000.00. Contact McCLENDON, 
90 Franklin St., Nashville, Tennessee, 
phone Alpine 5-0342 or Amherst 9- 
0139.” 2-M-56 


FOR SALE Klectro-Pure PAS- 
TEURIZER, 4,000 Ibs. with a 7,500 Ib. 
raw milk cooling section; wash tank 
for CLARIFIER and SEPARATOR 
discs; above equipment used less than 
18 months; Dairyland Rippler, new; 
4 wide Heil bottle washer and receiv- 
ing outfit. Write to: PERFECTION 
DAIRY, 7007 Brookpark Rd., Cleve- 
land 29, Ohio. 2-M-56 














Impress Your Customers! 





DOORSTEP DAIRY 
SERVICE CABINETS 
* Holds Safe Temperature . . . 


Completely Insulated. 
* Eliminates Doorstep Contam- 
ination. 
*& Rugged, Galvanized 
Construction. 
Sizes, 3 to 8 quarts. Holds 
gallon, ‘2-gallon bottles. 
WRITE FOR SAMPLE TODAY! 


SHIRLEY MFG. CO., 


Steel 








Rockford, 


IT PAYS TO PROTECT 
YOUR PAYLOAD WITH 


THERMO KING: 


TRUCK REFRIGERATION 
Ask About the New ! ® 
Thermo King Models | ~~ 





EQUIPMENT FOR SALE | 


Complete plant equipment for sale— 
all in excellent condition. Deactivated 
plant, must clear floor for new en- 
deavor. [Equipment—from the cow to 
the door-step. Write to: SOUTHERN 
DAIRY FARM, Box 185, Tuscaloosa, 
Ala. 2-M-56 

FOR SALE—Model LT Ilreco Pure 
Pak FILLER, fills up to 1 quart con 
tainers. Excellent Condition. Price, 
$1,000.00 f.o.b., Waterbury, Connecti- 
cut. Write to: THE BURTON-FORD 
COMPANY, INC., 2500 East Main 
St., Waterbury, Conn. 2-M-56 

Dairy Equipment, also Fort Wayne 
gallon jug FILLER, stainless stee!] 
tank with Capper square jugs. Almost 


new, etc. Write to: ORVILLE 
KOOP, 2500 Koop Rd., Lima, Ohio, 
2-M-56 


Glass lined Pfaudler PASTEURIZ- 
IR, 100 gallon; $150.00. Recording 
THERMOMETER; Check THER- 
MOMETER; Haynes parts table; wire 


cases; case DOLLIES; 10 h.p. Look- 
out flueless BOILER with stoker, 
$150.00; Creamery Package Bantam, 
6 Wide Bottlh WASHER, $150.00 
Write to: LAUNSTEIN’S DAIRY, 
Mason, Mich. 2-M-56 





“FOR SALE—Used Creamery Pack- 
age 400 gallon HOMOGENIZER 
complete with 10 h.p. 3/60/220 volt 
motor. Homo completely rebuilt and 
equipped with nylon plunger seals, new 
stainless steel head with “O” ring 
seals, new paint. Excellent condition, 
$2,250.00. Contact McCLENDON, 90 
Franklin St., Nashville, Tenn. Phone 
Alpine 5-0342 or Amherst 9-0139.” 

2-M-56 

“FOR SALE—Used Creamery Pack- 
age 200 gallon HOMOGENIZER with 
5 h.p., 3/60/220 volt motor. Stainless 
steel head complete with suction mani- 
fold and strainer. Good condition, 
$950.00. Contact McCLENDON, 90 
Franklin St., Nashville, Tenn., phone 
Alpine 5-0342 or Amherst —, “ 








TO BUY OR SELL 
YOUR GOODS OR SERVICES 
Advertise in 
AMERICAN MILK REVIEW 
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U. $. THERMO CONTROL CO. 


44 South 12th Street 
Minneapolis 3, Minn. 
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EQUIPMENT FOR SALE 


FOR BUTTER PATTIES Waxed 
U-Boards, 6” x 1544”, 16 point double 
white, $9.00 per thousand or 5%” x 
634", $3.00 per thousand. Samples 
cheerfully sent upon request. Write 
to: BORAX PAPER PRODUCTS 
COMPANY, 350 East 182nd St., 
Bronx 57, N. Y. 2-M-56 


New low prices on plunger seals 
jor your C.P. and M.G. HOMOGEN- 
IZER. Send for trial offer. Advise 
style and capacity of homogenizer. 
Write to: STUART W. JOHNSON 
& COMPANY, 611 Main St. Lake 
Geneva, Wis. 2-M-56 








“Rogers 6 it. special stainless steel 
Vacuum PAN in excellent condition; 
now in operation. Write to: ALTA 
CALIFORNIA DAIRIES, INC., Wil- 
lows, Calif.” 2-M-56 


Double Drum DRYERS; Stainless 
steel Vacuum PANS and stainless steel 
Milk TANKS, any sizes. Also stain- 
less steel Truck TANKS. Write to: 
PERRY EQUIPMENT CORPORA 
TION, 1422 North 6th St., Philadel- 
phia 22, Pa. 2-M-56 


Buflovac No. 6.5-29-D stainless steel 
double effect EVAPORATOR; Rogers 
48” stainless steel Vacuum PAN; 2,500 
gallon stainless steel Milk Storage 
TANK. Write to: PERRY EQUIP 
MENT CORPORATION, 1422 North 
6th St., Philadelphia 22, Pa. 2-M-56 

BOILERS-HIGH PRESSURE. We 
carry a large selection of ASME Na- 
tional Board high pressure boilers, 
gas, oil and coal fired, ranging from 
10 to 1,000 h.p. Each guaranteed in 
excellent condition. Sale sheet and 
complete data sent upon request. Write 
to: WABASH POWER EQUIP- 
MENT COMPANY, 31 East Con- 
gress, Chicago 5, IIl. 2-M-56 

MILK VENDORS FOR SALE 
M-300 Ideal milk vendors split tops. 
Will set up for paper cartons or 483MM 
bottles for any coin sale. $75.00, plus 
freight and crating. 5 New Dari-Marts 
1951 Models. $200.00 each F.O.B. Chi- 
cago. Still in crates. M-35 Ideal Ban- 
tam milk vendors for bottle or carton, 
$40.00 each plus freight and crating. 
Write to: RICHARD E. MONSEY, 
3204 West 57th St., Indianapolis 8, 
Indiana. Tel. Glendale 0536. 2-M-56 





EQUIPMENT FOR SALE 

ICE BUILDERS 

1—3,600 lb. King Zero Ice Builder with 
ammonia controls ......... $1,400.00 

1—Culture Cabinet, new, holds 2 10 gal 
cans 

MILK BOTTLE WASHERS 

1—6 Wide Continental Model OA tor 
round or square half pint to half gal 
lon, used less than 2 years. .$1,500.00 

1—Model 48 S. A. Girton 8 Wide, half 
pint to half gallon, square or round 
bottles, rebuilt and guaranteed. 

$1,800.00 


MILK PASTEURIZERS 
REBUILT 

2—O. & B. Senior 200 Gal. S. 
and Liner 

2—Sterline 200 Gal. S. S. 


S. Finish 
tbe eoetoeneuraad $800.00 
Finish and 


I Neal ota es ra ah aad eae $800.00 
2—C. P. 200 Gal. S. S. Liners and 
IS eae, oes $500.00 ea. 
1—300 Gal. C. P. S. S. Finish and 


Liner, excellent condition. .$1,500.00 
MILK COOLERS 
1I—G & H S. S. Cooler with S. S. Cov 
ers, 6’ 36” Tubes, 2 years old 
$400.00 
1—Mojonnier Cabinet Cooler, 3 wings, 
frame for 6 wings, all S. S., 10 M Lbs 
eS. ever $1,000.00 
1-—York Plate Cooler for Pasteurized 
milk, 3,000 Ibs. per hr., 145° to 38°, 
all stainless steel.......... $1,800.00 


- EQUIPMENT FOR SALE 
DAIRY STORAGE TANKS 


1—500 Gal. Purity Rectangular, new 
S. S. Liner and covers, paint finish 
Wale Ge Woe acacacaers $1,900.00 

2—1,250 Gal. Horizontal S. S. Storage 
lanks, manhole on top, with S. S 
CO SE hess owanne sewn $1,800.00 


SEPARATORS AND CLARIFIERS 
REBUILT 

1—No. 142 DeLaval Separator, S. S. 
Disc, with Waukesha Pump, 10 BB. 

1—No. 166 DeLaval Clarifier, with S. S. 
Disc, bowl rebuilt by DeLaval, with 
25 BB Waukesha Pump. 

1—No. 136 DeLaval Clarifier, S. S. 
Disc, rebuilt, with Waukesha Pump, 
10 BB. 


REBUILT HOMOGENIZERS 

1—200 Gal. Model C.G.D. Manton 
Gaulin. 

1—300 Gal. Model C.G.D. Manton- 
Gaulin. 

1—400 Gal. Model C.G.D. Manton 
Gaulin. 

1—300 Gal. Model FE Manton-Gaulin 

1—125 Gal. Model C.G.D. Manton 


Gaulin 

Write to: DAVIS SUPPLY COM- 
PANY, 2134 S. Saginaw St., Flint 3, 
Michigan .. ia errr 





Models, 200 CGD, and 400 CGD 
Manton-Gaulin HOMOGENIZERS. 
Completely Rebuilt. Excellent Condi- 
tion. Guaranteed. Write to: OHIO 
CREAMERY SUPPLY COMPANY, 
701 Woodland Ave., Cleveland 15, Ohio. 

2-M-56 

Vane CHURN No. 5A 1,790 Ib. but- 
ter capacity. 5,000 gallon 
horizontal insulated Storage TANK, 
new. Write to: NELSON-JAMESON 
COMPANY, Marshfield, Wis. 2-M-56 


Reasonable. 


\utomatic FILLER and CAPPER 
for gallon JUGS—Creamery Package 
Bantam Soaker WASH IR—Creamery 
Package 10 Valve FILLER and CAP 
PER. All above priced reasonable for 
quick sale. Write to: STUART W 
JOHNSON & COMPANY, Geneva, 
Wis. 2-M-56 








and power costs. 


Dowagiac 








Better DRY MILK 


AT LOWER COST 
eee 


DRY MILK MACHINES 
Built in Five Sizes 


The Patented, glass-smooth, 
“20-year cylinders” give years 
and years of maximum pro- 
duction of a superior dry milk 
at the lowest possible cost. 


Many other exclusive features insure long life with low steam 
Complete details upon request. 


OVERTON MACHINE COMPANY 


Michigan 
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One 1952 112 Ton 3,800 Chevrolet 
TRUCK 4-speed transmission with 
1952 Swab custom refrigerated whole- 
sale milk delivery body. 85,000 miles. 
Normal capacity: 85 Pure-Pak CASES. 
1 h.p. 220 V single phase freon refrig- 
eration excellent. Mechanically very 
sound. Ready to go to work as is. We 
must replace with a larger truck. No 
reasonable offer refused. Write to: 
KA-VEE ICE CREAM COMPANY, 
Belleville, Penn. 2-M-56 





Please address replies to blind 
advertisements as follows: 


AMERICAN MILK REVIEW 
92 Warren Street 
New York 7, N. Y. 











> butter 
wrappers 


THE KVP COMPANY 


LONG NT vselomm lie lich |, | 





















































EQUIPMENT WANTED BUSINESS OPPORTUNITIES POSITION WANTED — 3 

WANTED—DER 5-Ton Flake Ice FOR SALE—Small progressive su- MILK SALES MANAGER desires 

MACHINE, or_ next nearest size. burban dairy serving large metropoli- permanent situation with progressive | Posit 

Also, 6x6 or 7%x7% York COM- tan area desires additional capital dairy in the Middle West, Rock assistat 

PRESSOR. State Price, condition and combined with aggressive executive; Mountain or Northwest area. If your gressiv 

year. Write to: Box 10. 2-M-56 annual sales volume in excess of Sales Organization needs revitalizing experie 

$1,250,000, presently processing 4,500 throu; gh more effective selection, train. with sé 

WANTED — Vilter Snow Machine. gallons daily. Write to: Box 16. ing and supervision of your route per ity. 

case Dollies, sanitary Pipe and Fitting, 2-M-56 sonnel, my experience as Supervisor, operati 

square bottle Cases. Write to: ROB- — - Training Director and Sales Manager J sisting 

ERDS DAIRY, Savannah, Ga. PRINTING SERVICE enables ~ oe! of immediate value = 

2-M-56 to you Available in two months publ 

——— -—- 2-in-] MILK CARRIERS for PYR- Write to: Box 11. 2-M-56 direct! 

re ; Dean ane EAE @ak ae : Can r 

WANTED TO BUY used tri-cycles: AMID TYPE BOTTLES. Buy direct > 

also soft Ice Cream Machines; state -no middleman — no commissions. \s sare grrr ™ or one loreman to: Be 
condition, quantity and best cash price. Sturdy Folded—holes punched out 9 acc pe ge = gg 
Write to: Box 18. 2-M-56 Your Dairy’s name printed on top of yen . a ol - Ww cag Make 

carrier. Dairies using these carriers 12. even ae See Coeeee. —_ ee Box a 

\W ANTED—2 Indicating THE R show a sharp increase in sales. Why +: 2-M-56 Ex] 

JAN i —— ; _§ sel yne : x ve se 1Q- . rs dium 
MOMET ERS for Pasteurizing Vats: he vd eT ee ee coe igh MR. DAIRY OWNER—A previous | ont 
2 ¥2 > verate -cte o < ws spade gee 5 RR et. : > 1 5 ars e renee ; 
v8 “ ane We Sid to: VOGUE PRINTING COM.- dairy owner with 15 years experience Box 
ee See eee oak PANY, 2502 Avalon Ave., N.E., Can- plus a dairy course would like to do 
a tang 133 North Fourth st, ite — a a conscientious job for you in manage- W! 
wissa, Penn. 2-M-56 ' : lira ment or assistant. Write to: Box 14 TEN 

4 TEN 
; cases sins 2-M-56 
MILK ROUTE SHEETS, many lt advat 
WANTED TO BUY or or ee 4 y Pe ad Successful milk industry executive = 
at 25% Sz gs. AIL =P : cree 
LIST YOUR SURPLUS EQUIP- sei, * Bas wings. DAILY REFOK!S, with extraordinary ability to obtain Writ 
MENT W Milk Bills or Statements, Delivery maximum efficiency from _ personnel rl 
— with seg for fast action. Wg Record Cards. Truck Expense. Write and outstanding record of ten years 2 
have buyers looking for all types ot to: MOSE PEARLSTONE. P.O. B “ : , : , W 
saeitelede Pepe. Vv COLITP rad ee sha eco an tay. Es oor diversified experience in milk account- 
equipment. Write to: DAIRY EQUI! 60. St. Louis 3,.Mo -M-56 ; ffi : OPE 
MENT EXCHANGE, 800 North Clark ata i 5 ing, office management, quality control 
St., Chicago 10, Ill. 2-M-56 and production management, sales, la- to 
= SERVICES bor relations and other phases of - 
WANTED TO BUY —by experi modern market milk operations. 34, 

A} 7 7 . exer “te ; 
enced dairyman, a small to Rees ~aal DECALS—TRUCK and WINDOW pring pe a neste, Rae sqgen. Fi 
sized Milk Business or working inter- SIGNS—No Charge for sketch. New nce and personality, good speaker and @ 4, 

; or : : risa correspondent, outstanding references 
est. Must stand audit. Write to: Box Plastic Colors. Greater Brilliance and from industry leaders—seeking chal- Coa 
2 > 56 sa: — _ > 2.8 “ ° : 
13. 2-M-5¢ Durability. Easily Applied. Send for lenging position in production, sales, duct 
samples. Write to: ALLIED DE- accounting or general management on ¢ 
BUSINESS OPPORTUNITIES CALS, INC., 8354 Hough Ave., Cleve with progressive Dairy. Write to: Box eer 
a ea ‘ sig a ; 5S. 2-M-56 ; 
DAIRY BUSINESS—Old estab- land 3, Ohio. Phone: Sweetbriar 1- and 
lished plant in southwestern Michigan, 6863. 2-M-56 “Man with 15 years experience in tion 
complete with equipment, trucks, real bulk sales and procurement of dairy ity 
estate, and home. This is a going busi- SANITARY VALVES—Rebuilt for Products, last 10 years operating his con 
ness with good volume and excellent a fraction of the cost of a new valve own buying, selling and brokerage } 1 
future. For Sale to right party on Satisfaction guaranteed. Write to: business, wants position where his ex- | 
terms. Need about 35,000 to handle. BADGER VALVE REBUILDING perience and wide acquaintanceship | reg 
Might consider trade or lease. Write COMPANY, Withee, Wis ?-M-56 among buyers and suppliers would be | dle 
to: Box 9. 2-M-56 rity i i ene of value.” Write to: Box 17. 2-M-56 | SO 
aie stained ~~ 4 she 
FLORIDA OPPORTUNITY a EXECUTIVE SALES AND PRO- F 
Small ice cream and mix manufactur- 7 . : MOTION SPECIALIST formerly 
ing plant with present low gallonage. PaUCck hs El P ERI NG and associated with ReddiWip seeks asso- a, 
Old established name; equipment in ex PRADEMARK Dk \LS made for ciation with top flight company 1 tos 
cellent condition. Owner has other your truck and store advertising. [asy dairy field. Excellent contacts wit] lib 
interest and cannot 8 ype will — to apply, uniform, distinctive, econom- chain and distributive trade. Young, iv 
or part to experienced operator. Sea- ey dynamic personality and genuine “re- ; 
son just starting. Write P.O. Box ical for large or small needs W rite so sult getter.” Permanent resident ol le 
1187, Sarasota, Florida or phone Ring MAT HEW S COMPANY, 827 So. New York City. Write to: Box 447 L 
ling 2-6431. 2-M-506 Harvey Ave., Oak Park, III 2-M-56 2-M-50 P- 





PORTABLE vainy storace prant 


FOR SALE... or 
FOR LEASE $1.25 per day 


Increase retail route sales...save 
on delivery costs...reduce num- 












HCO. \| | 


Forty years of cream tester 
manufacturing “know - how” 
give JALCO Babcock Testers 





ber of deliveries...keep milk in hip. JAL- 
better condition through better co is ‘at i qoeity tices } 





refrigeration. Install branch sta- 
tions in strategic locations by using 
these fully automatic, self-defrost- 
ing, portable ICS units. Comes 
fully assembled...ready to use. 
Just plug it in. Stores 300 standard 
cases. Investigate the ICS leasing 
Write — plan...or easy purchase plan. 


INTERNATIONAL COLD STORAGE | Toe 7ooTabuwe Get ~TADCO| 


WICHITA, KANSAS 





and value. A size for every 
need. Ask for name of JALCO 
jobber in your locality. 





THE JALCO MOTOR Co. 
UNION CITY, INDIANA 
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R desires 
rOgressive | 


t, Rocky assistant to General —~~ with ag- of Massillon, Ohio, 
If your gressive os penn years played host recent- 
‘Vitalizing experience in diversified operations ly to four Massillon 
on, train. with several years in managerial capac seheeol tentien 
‘oute per. ity. Can handle plant with multiple ue tooced Ge 
pervisor. operations or single operations con- Acme plant during 
Manager sisting of fluid milk, ice cream or man- the city’s annual 
ate value ufactured products. Good record in Business - Industry 
months public relations, handling personnel and > Gdecation Dey 
2-M-56 directing low cost efficient operation. Charles Vogelge- 
Can relocate at an early date. Write sang, Acme sales 
- 417 ? 2 

l’oreman to: Box 17. 2-M-56 manager (extreme 
years ex- . right) explains the 
n Make HELP WANTED company’s ice 
: to: Box . cream _ production. 
2-M-56 Experienced plant Foreman for me- The teachers are 


previous 











POSITION WANTED 


Position wanted as plant Manager or 





Latest modern equip 
Write to 


dium size dairy. 


The Acme 
Products 


Dairy 
Company 


Mrs. Marjorie 


























it ment. East Central location. Bierie, Sister Marie 
xperience Box 445. 2-M-56 Celeste, Sister 
€ to do Uecharia and Mar- 
Manage- rae van ae ; . 
Box ta WANTED: PLANT SUPERIN- cus Resh. 
) M-3 TENDENT: Excellent opportunity for —- — _—— . 
wale advancement. Multiple products plant- 

: spray ie VE ator, butter, ice 
exec pray drier, evaporator, é 
vba ae aos "SNS THREE BROTHERS COMBINE 

> , ¢ ? 
sersonnel Write to: Box 5. 2-M-56 
n years : s ait 
account- W AN’ 7 ED: Evaporator, Spray Drier 
y control OPERATOR. Illinois Plant. Write - 
sales, la- to: Box 4. 2-M-56 / 
ases of = nee — 
ons. 4, $$$ MFR’S REPS. $$$ NE OF THE more unique — produced milk, let alone a premium 
aan Factory Representatives needed in Golden Guernsey operations milk 
an j . . . zs = ¥ ¥ sey c e 
the East, South, Mid-West and Pacific , , : 

eferences - ) "eae is the one conceived and The Hodge brothers decided to sell 
1g chal- a Ta Re Se pee being ted by the three Hodge heir milk f “Milk Dri 

tee eae ; e executed by the “e > > . . Shite 
n, sales, ducing and ripe for increased business ——- we zs *8 ner mil _— a mode et Mi rive 
‘on on quality nationally advertised line of brothers of the or Anvow Daley, In” on their 20 acres adjacent to the 
Mae sanitary fittings, pumps, filters, tubing San Diego, California. highway as well as on their driver 

and specialty items. Men or organiza R. E. Hodge, president, and his owned franchised routes. 

ience in tions sufficiently confident of their abil- bs ee i ie ; 2B one : . , 
of day :; ' , brothers, William M. and Walter P. They installed observation windows 
w ity to warrant and obtain a lucrative } allie didte Teieens in tt ] -o that sserehy ci t 
oer = commission arrangement, write now Hodge, have built their business to in the bam so that passers by can stop 
a 9 1 telling of your qualifications, Territory 56 retail routes and three wholesale and view the whole milking and 
anceship | regularly covered, and lines now han school routes covering San Diego bottling process from the time the 
— _ dled. Write to: L. C. THOMSEN & County since they started in 1941, cows enter the milking parlor until 
2-M-5 Tat 1c 2 - i. 1 i i ‘ 

SONS, INC., 1303A—43rd St., Keno- but it was only last May that they the milk is bottled. It’s all seen 
or ; sha, Wis. 2-M-56 became active in producing and dis through 100 feet of plate glass that 
rmerly idee : : ibuti the nationally-known pre- makes up the side of the barn, facing 
ane SALESMAN calling on dairy trade tributing ‘ : ee , 
pany il to sell F-L Intensifier, F-L Coagula mium milk. Highway 78 between Oceanside and 
is witl ne F-L Neutralizer, Vitamin D, etc.; n b £ facets of the Gold Vista, 16 miles north of Mexico. This 

iberal c ission: sialon: A number of facets o e Golden ; a 
Young, beral commission; permanent exclu “agg gives Golden Arrow another distinc 
ae ie sive territories; write details of lines Arrow-Golden Guernsey story lift it ‘ : 

s , handled and territories covered. Confi- - rage tion, that of being the southernmost 
dent o d od — : from the ruck of the ordinary: ‘ sate 

30x 447 ences respected. Write to: FLAVOR- ' Golden Guernsey producer-distributor 
1M -56 LINE, INC., 951 Garfield St., Oak ; . : ; 

eileen Park, Tl. >_M-56 Golden Arrow never before had in California. 
ey | 

. . 
try this Wonder Worker buy with confidence 
. Member 

FASTER - MORE in your plant \ ) Dairy Suppliers Foundation. Inc - from your local independent 

| THOROUGH . Independent distributor displaying the famous DSF 

*& shield. It identifies him os ao mem 

CLEANING ber of the reputable Dairy Suppliers 

WITH LESS ggg Ck , -- BH 

WORK Representing tr of dairy supplies and equipment 

’ een whose sole aim is to efficiently serve 

APPROVED BY FOR GALLON BOTTLES ee local markets. Competent and ex 

LEADING DAIRIES Sor 43 MA on tamnet Goetinn atte to Better Serve the perienced engineers and sales per 

9 P' 9 Dairy Industry sonnel . and complete stocks of 

MACHINE USE - - «= No. 4144 — Stiff Black Hair us equipment and supplies ineure 

No. 5144 — White Nylon quick, economical, on-the-spot service 

HAND USE - - + No. 4145 — Stiff Black Hair for every need or every problem. De 

No. 5145 — White Nylon pend on the DSF members serving 

Machine Brushes Made on Standard Center Brush Handles your orea 

mee im SraunSrech Company DAIRY SUPPLIERS’ FOUNDATION, INC 
%O 2 8833 Seventy-Eighth Street ’ ° 
, BRUSHES Woodhaven 21, N. Y. 1740 GREENLEAF AVE., CHICAGO 26, ILL 
Phone AMbassodor 2-4388 
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